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Exhibit. William Penn Hotel — Kevstone China 


CHINA, GLASS AND GIFTS MEAN EXTRA BUSINESS 


and Glass Show, Fort Pirt Hotel — Pittsburgh, Jan. 3 te 11 
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SAUER & COMPANY WISH YOU 
A VERY MERRY CHRISTMAS AND A 
PPY AND PROSPEROUS NEW YEAR 
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Increasingly important in the jewel. 
er's merchandising for ‘52 are china, 
glass and giftwares. See pages 6], 
62, 126 this issue. Items shown on 
cover—Spode china, Brierley crystal, 
Spode Chelsea figure—are all from 
Copeland and Thompson, Inc. 
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air for the 


unusual and the elegant... Marceé conceptions 


| Always distinguished by that inimitable 


in diamond-studded watch cases are more noteworthy 
than ever this season... Their beauty is enhanced 
by the precise craftsmanship of WBO artisans. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET MW) NEW YORK 23, N. Y. pial 














Symbol of Quality 
in Fine Watch Cases 
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ere's a tiny tots twosome that doubles : 


your sales volume and protits, too. : 





It's a protit-proven combination 
from the complete LeStage baby line; 
beautifully made from the finest materials 
and backed by the LeStage reputation 
for hand-crafted quality — 
|/20th 12Kt. G.F. or |OKt. gold. 4 


LL Through your wholesaler. 











MANUFACTURING COMPANY 
NORTH ATTLEBORO, MASS. 





New York Chicago San Francisco 
9 Maiden Lane 29 E. Madison St. 657 Missior St. 
A. H. Betz A. B. Pinero G. A. Harrah 


CHAINS BRACELETS SOle Cae KNIVES BABY JEWELRY IDENTIFICATION BRACELETS 
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May the coming year 





JACOBY BENDER, INC. + 161 AVENUE OF THE AMERICAS + NEW YORK 13, N. Y. 
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UR line of one-piece shanks 

ranges from plain basic shapes 
to elaborate designs and includes 
fish-tail and other styles intended 
to hold diamonds on both sides of 
the solitaire. Selected for their pop- 
ularity, the numbers shown may be 
taken as representing a cross-sec- 
tion of the line. 


All our settings fit these shanks 
perfectly and pleasing, distinctive 
combinations can be made with 
them. Both shanks and settings 
are made in jewelry palladium and 
gold. 


The numbers marked with an aster- 
isk may be ordered in yellow gold- 
jewelry palladium combinations. 
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7O7 


706 597 








| Raker ?, Y 113 Astor Street, Newark 5, N. J. 
| & Q,, VIC, New York e San Francisco * Chicago 
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the Fabulous 


Slot Dust 


by Simmons 






Pees 





Order ladies’ set by name 
“SILVER DAWN” or by 
_ Catalog No. LSSS-1346 






















<a Y —¢9 
YY) gat B". UN 
s pS N 











ar LIAS SOR 


mee, ALL iL =< 2 C= xt 







Crafted by artisans ... imbued with 
the pledged integrity of design, 
materials and workmanship which has 
ever marked the R. F. Simmons tradition 
. . . these are the sets that are setting 
sili this season’s sales records. 

Fashioned in the sparkling richness of 
eye-opening, purse-opening sterling, 
‘Silver Dawn’’ is a natural choice as his 


“es 






i gift to her. 
| by Simmons : ‘““Khan” . . . magnificently masculine 
r “KHAN” men’s set by Catalog | . .. genuine onyx stone offered in two 
~MSSS-2554 in Sterling or Catalog - | choice settings: lush sterling or opulent 
No. MS -2554 in Simmons Quality : Simmons Qu ality g old filled. 


Gold Filled...and act now!l: 


and remember... 


these are the sets that we are featuring in the 
DECEMBER issue of ESQUIRE ... the big, 
big Annual Christmas Buying Guide of your 
BIGGEST, MOST PROFITABLE MARKET! 
. .. and so, get in on the act — rush your orders 
TODAY. 


MAKERS OF QUALITY GOLD FILLED JEWELRY e SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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The old adage “Variety is the Spice of Life” aptly 

describes the extensive Bristol Line of quality Dia- 
mond Wedding and Engagement Rings and 14K 
Seamless Gold Wedding Rings. Our assortments 
assure you the proper ring to fill any 
requirement ... and of course, 

“economy priced”. 
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RINGS ENLARGED {eS Car a * ; ; . 
TO sHow DeTAi, VAR ee” Cay A new selection of Extra Wide Diamond 


Wedding Rings, featuring dainty floral de- 
“a signs and modern motifs, set with 6 to 42 
a diamonds all around. Supplied in Gold 

and Platinum. With diamonds all around 
Retail Priced from $60.00 up. 





DIAMOND_RINGS 


BRISTOL SEAMLESS RING COMPANY «+ 71 NASSAU STREET, NEW YORK 7, N. Y. 
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Htrong hands to weak 
Old hands to young . 


Around the Christmas board, touch hands! 


William H. H. Murray 


THE CATAMORE bOMP ANS 


231 PINE STREET, PROVIDENCE 3, R. 
gal 
MEDALS 


THE JEWELERS’ CIRCULAR-KEYSTONE 








oe 








| 


eamless Wedding Rings at =F 
Lowest Pennyweight (dwt) Prices 





We are One of the 
Largest Producers a 
of Seamless Gold | 
Wedding Rings 












Rings will & 
with GOLDEN CIRCLE 
our registered trade 
mark, on request. 


STYLE 
WORKMANSHIP 





PROMPT DELIVERY 
FROM STOCK 





Series H 


Pot. No. 156712 





Il Vincent St., Newark 5, N. J. — 


Phone: MArket 2-4287 
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nufacturers of Gold and (Platinum datch Cases 
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“Fairmont” Necklace 
$42.50 retail F.T.1. 


“Ambassador” Necklace 
$40.50 retail F.T.1. 


“Mayflower” necklace 
$35.50 retail F.T.I. 


shown are 
four of eight 
necklaces in the 





Ritz collection, 
retailing from $17.50 


including Federal tax. 
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May your holidays be happy and 


the New Year a prosperous one 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47TH STREET 
NEW YORK 19, N. Y. 


2413WB 
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Our Best Wishes for 
A Peaceful 1952 
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REFINERS & SMELTERS 


FOR HALF A CENTURY 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. @ Phone JUDSON 2-3095 © New York 19, N. Y. 
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A fashionable array of the world’s finest jewelry 
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designed with an eye towards styling . . 
and priced to meet the needs of everyone. 
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5°" An OLD FASHIONED 
HOLIDAY GREETING. 


with warmest me for 
a year of prosperous Pe ae 
—_ sincere thanks 


a aay es 
—— » * evica 4 leading jewelry 
ae with fine otlleen chuakin 


jewelry nial ge f wares for 





the past §2 years ‘ou 


15 MAIDEN LANE e NEW YORK 38, N. Y. 


Established in the year of 1569 
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Here | isa Moneymaker tor the Installment Jeweler | 


INFORMATION CHART 


Composition 
Hardness 

Cause of star effect 
Type of Star 
Specific gravity 
-Refractive index 


18 


Linde 


(Synthetic) 


Same 
Same 
Same 
. Same 
Same 
Same 


COODMAN 


Natural 
Same 
Same 
Same 
Same 
Same 
Same 


More and more people are asking 
for... and buying Linde Synthetic 


Stars . . . Distinctively mounted 


by Goodman & Co. Order today! 




















for 1952 
SERIES for 


at Low Econom. 


Their magic beauty has captured the imagination of the nation! ! 





Linde stars duplicate natural stones in arresting beauty, 4 
in every quality ... at a fraction of the cost. Co int 
in yalue ...a real stopper for on-their-toes salesmen . weed 


promote additional volume at installment store Levale ag 
plus a generous profit to the jeweler. Enjoy plus business by 4 
featuring Goodman’s Linde Stars this Christmas season. | 


GOODMAN & COMPANY 
3 Makers of Eins Jewelry Since 1004 ....42 W. Washington. St., Tridianapolis A, ial 


Rings illustrated salma to show detail. 
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630 FIFTH AVENUE » 





RUNER-RITTER, INC. ° 
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One Carat bo Sifly EL a TY 
tnove dtamonds, choose from the House 
of Niamonds...one of VM LAL largest 
collections. 

Merchandise shifified on Memorandum 
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DISTINCTIVE MOUNTINGS 


13 WEST 47th STREET* NEW YORK 


KH KNOWN FOR QUALITY 


FOR DECEMBER, 1951 
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JRings 
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distinction 


THE traditionally pop- 
ular Tiffany setting with 
the luxuriously new 
K&P “illusion” top—is 
illustrated above. Notice 


the superlative construc- 





tion which enhances 
‘the appearance of the 
“small” diamond . . . to 
give it the illusion of 


size,valueand brilliance. 


4) 








SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES 


NATIONALLY 
ACCEPTED 


PELE 5» 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE + NEW YORK 19, NLY. 


[ CATALOGUE SENT UPON REQUEST } 
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QUALITY 


JEWELRY’S NAME FOR 





IRVINGTON 
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CORPORATIO 
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Fashion decrees: “Be Feminine,” 
and millions of women are all out 
to recapture. that frankly alluring 
note, aided and abetted so remark- 
ably well by JMS pierced earrings. 


JMS creations in karat gold and 
gold filled are available with four 
different types of pierced ear wires 
...carded or boxed in a gleaming, 
plastic showpiece. 


JMS regular earrings have won uni- 
versal acclaim. That’s why so many 
retailers specify... “Only JMS for 
Earrings.” 


Distributed by 
Wholesalers Only 


IMs 


256 Liberty Street @ Bloomfield, New Jersey 


Midwest 
Representative 


West Coast 
Representative 
tra W. Smith 
315 West 5th St., 
Los Angeles 


Eastern 
Representative 


Herbert Stein C. Jj. Leavitt 
29 E. Madison St., 
Chicago 


Gerald W. Gelb: Sales Manager 
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resist the EXTRA advantages 
of FEATURE-LOCK RINGS 
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“FEATURE LOCK RINGS Are Nationally Advertised — 
Nationally Known—Nationally Accepted . . . And 
sold Through Authorized Distributors Only. 


Ahead, Lady- 





if You Can? 


Sound boastful ? 


If you've ever shown FEATURE 
LOCK sets and noticed the way 
women react to them, youd cal. 
this illustration the understate- 
ment of the year! 


But don't take our word for it! 


Ask any progressive retailer 
who sells them... he'll tell you 
eKohwandel=M—>. 46 como (ohoteliocei-\-ne) ml a avae 


TURE LOCK INTERLOCKING 


. 
tine 


rings clinch every sale—yes, the« 
tiny secret lock that you can't see 
or feel — the interlocking feature 
that eliminates outdated twistina 
oseKomm-sebbaebele mmo) am -)tel-) amp ebele mn emsel— 
Cot=J oblo) etayats\- mee colo (op ebbelol-elol-mmneet— 
superb finish. 

Yet FEATURE LOCK Diamona 
Bridal Sets cost no more than ordi- 
nary rings. 


TEST CONSUMER REACTION IN 
YOUR OWN STORE... TODAY! 








]—Lock swings ouf 2—Interlocks 3—Keeps ring 
from secret hiding gether in perfect pc 
sition! 


place . . 


Feature Ring Company, Inc. 
126 West 46th Street New York 19, N.Y 


a 
Staaten _— 








i eee si 





| 
; 
| 
| 


: 


[low pu howe 0 woth 


FATRWAY 





1609 


Wo: \. 


“f 
j 
f 
# j 
eo 
j y 
a 
fT 
pM, fo 
, 





pr’ 

















THE JEWELERS’ CIRCULAR-KEYSTONE 





i 
i 


| 


) 




















STYLE PRICE 
WRIST COMFORT! 


' 
“oo 
; m1” 
“ff 
4/4 


SS STV BY A *1/20 10K G.F. top shells, stainless backs. 


A> na - Available in yellow, pink, and white. Only 
No. 1600 is available in stainless steel as 
well as gold filled. 


FOSTER METAL PRODUCTS, INC. ATTLEBORO, MASSACHUSETTS 
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se 


exclusiveness 
and values 
can 
distinguished 
Jewelers 
Offer their 
Customers 











than the 





new 
Universal ks 
watches pe wet oe 


in seg solid d gold—at : 2 


a cacy, i 587 Finds i | gold wheat \ i. 
bracelet watch 


a ee | |} 
this Fall? ees 
Write for agent (IIIa (map 


© H.S. W.A.1951 
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More Sales for You in °52 


Start the year with strong sales appeal... start it 
with the exciting new Sun Line... . set off to 
perfection by their exquisite, luxuriously velveted 
cases ... the cases that clinch just about every sale! 


Sun Line features jewelry every woman wants 
to own... dramatically designed . . . beautifully 
crafted . .. sure to speed your profits with 

easy sales and quick turnover. See the 

Sun Line now and be ready for the New Year! 
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“ Sales-Boosti ng “gd 
< Tricks From ‘- 
‘Rhapsody’s Special Bag! 
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-’ Eye-opening new dealers’ promotions 
. . . sparkling new ideas to sell 
Rhapsedy Diamond Rings are on 


sv. their way ... ask your Sickles 


Se”. SICKLES & SONS, Ine. 


Ee — 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. @© COMMERCIAL BLDG., 216 N. 2nd STREET, RICHMOND, VA. 










WHOLESALE JEWELERS FOR NEARLY 100 YEARS 


FOR DECEMBER, 1951 
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The 
Inside 
Story of 
the Fine 

Swiss 





The WATCHMAKERS 


OF SWITZERLAND 
My only a fine Swiss watch — 


can ive you ; 


‘uch beauty, precision 
and value: 


rw you chap 


@ TIME 1S THE aay OF THE swiss 
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your naked eye 
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Let Your Own LOUPE Re: } 


prove the PERFECTION of f Loupe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 
of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 
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630 FIFTH AVENUE. NEW YORK 20. N. Y. « 
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Even if you’re just beginning to 

think of selling your store, consult 
Gordon Brothers without charge or 
obligation. Whether now or lateris  —_ 
your best time-- whether direct sale | 

2° or liquidation your best method -- 
most of all, a reliable dollars and - 
cents-cash estimate you can depend 
upon. This is the kind of advice on 
which to base your decision, the kind 
we are competent to give. The many 
banks, executors, courts relying on ~ 
us are witness to that. And our mile- — 
age record any year will tell you 
how readily we go near or far. 





‘But is there really no obligation on 
my part - what’s your angle?” you 
may ask. Simply this, whether we do — 
actual business together now or 
build the confidence now for doing © 
business at a later date, it’s good 
business, the Gordon kind, in the 
long run. Why not consult Gordon 
Brothers now? 









—the oldest and largest firm 
of its kind in the United States 
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for PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fittéd with 
beautiful colors of velvets. 


















Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 



































Los amis Office: : 315 ‘West 5th 4 IRA. wW. ‘SMITH, Representative: 
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Sure-Fire Sales Stimulant for Your Store! 


Retailers who feature character watches to youngsters also sell 
the needs of the entire family in other lines . . . And here is 
The Lone Ranger, the most popular watch in the character field, 
presented in a NEW SMALL MODEL .. . The round dial measures 
%,” in diameter but is amazingly legible. Dependable time- 
keeper. SHOCKPROOF MOVEMENT. Cash in on the tremendous 
popularity of Young America’s Hero by featuring this new Lone 
Ranger Watch immediately! 


NO. 2-F3R Retails for $6.95 § fi .87 
YOUR COST ............ Each 


EN & SONS CORP. 


27 WEST 23rd ST., NEW YORK 10, N. Y. 


ATLANTA OFFICE: FANCY GOODS DIVISION 


23 BROAD ST., $.W., ATLANTA, GA. ° ly Ae ey Ta e) ee) Pe ee 
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D SAILBOAT 






e THE FOU 
e HAND PAINTE 
in your 
s Window 









Retailer 










These two new Anson displays were designe 
particularly to introduce the “SAIL BOAT” 


ORDER THESE UNITS FROM YOUR and “FOUR LEAF CLOVER” merchandise 
ANSON DISTRIBUTOR NOW! 


: UNIT NO. 66-51 consjsts of: @ Genuine Four Leaf Clover cleverly 
1 FREE “WISHING WELL” DISPLAY embedded in clear Crystal Plastic. 





12 SETS—(FOUR LEAF CLOVER) 


® Beautiful Sailboats in Full Color Hand 


UNIT NO. 65-51 consists of: . 
Painted and set in Sport Crystal. 


1 FREE “NAUTICAL” DISPLAY 
12 SETS (SAIL BOATS) 
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Cordial wishes that the good cheer 
of the holiday season may continue throughout 


a bright and prosperous New Year. 





San Francisco 8 - California 
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Since Y 2000 
ARRY & BEN FRACKMAN 


N C O R P O R A T E D 
20 WEST 47TH STREET 
NEW YORK 19, N.Y. 


DALLAS EASTERN DIVISION 
Emil F. Burger 
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UNUSUAL OPPORTUNITY 


for 


FOUR TOP SALESMEN 


to represent the 


HELBROS WATCH COMPANY 





Experienced in selling watches or jewelry .... 
here is your opportunity for SUBSTANTIAL EARNINGS: 


There are SEVERAL CHOICE TERRITORIES open. Reply 
by letter only stating fully your previous connections, 
territories you have covered and references in the watch 

and jewelry field. 

Write to: 


LARRY PRIGOZEN, HELBROS WATCH COMPANY, INC. 
6 West 48th Street, New York 19, New York 
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SUTER 


pres oe f Me ica 
DATO-MAT 


Suter's DATO-MATIC 
dates” every other watch 
you ve ever seen.... | 
Precision-perfect to the split second, 
minute, hour and DAY, 
it’s kept that way by the 
automatic precision regulator! 
Featuring complete rotary, 
friction-free winding, 
Suter’s Duamatic movement 
provides 30°), more 
dual winding power! 
Unlike any other self-winder, {UA Ne ‘ex ages 
the DATO-MATIC is amazingly SSS 
easy to repair if necessary! = 
You can see for yourself, 
the Suter DATO-MATIC is 
breathtakingly beautiful... 

___ $0 for modern self-winding 

____ perfection in style 
and function, see the 
Suter DATO-MATIC today! 


EXCLUSIVELY DISTRIBUTED BY: 


 MOORE-DeGRAZIER Co. THOS. B. WILSON & Co. ALBERT F. LONG Co. 
- Dallas, Tex. Minneapolis 3, Minn. - Denver 2, Colo. 


WOODSTOCK-HOEFER WATCH & JEWELRY Co. NAEF WATCH Co. 
Kansas City, Mo. New York 
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~ Set No. 390 
Crystal Baguettes 
relate Me dallal-tiielal + 


1/20-12K G.F. 





No. 5496 
Chariot 
Hand-carved 
Cameo 
1/20-12K G.F. 












YEAR ROUND 
Earrings No. 9435 . ee 8 
Cultured Pearl : gine Be 
1/20-12K G.F. > § A l F S Cio. 








Pin No. 9434 
Cultured Pearl : 
1/20-12K G.F. 















Bracelet No. 9378 
Genuine Stone Scarabs 


1/20-12K G.F. iL | = . 





a %, Earrings No. 9395 : 
4, Genuine Stone Scarabs 
1/20-12K G.F. | 





Pin No. 9404 
Sterling Silver 
(Rhodium Finish) 
Hand painted Sports Crystal 
w with Genuine Mother of Pearl bac 


Pee ay ce ee a 
—— st . 
















Set No. 389° 
Eastern Star Emblem = 
with simulated Onyx "| 
and Crystal Baguettes — 


ian Se. OW | : 
= a a ee A.Micailet Co. 


Charles J. Tonry John M. Tonry _ George A. Harrah Earl M. Barney PROVIDENCE @, 
‘Neiden Lone, New York 38, -- 9 Maiden Lane, New York 38, 657 Mission St., San Francisco 5, Cal. 157 Pine St., Providence 3, R. 1. 
New York = fo New York 6525). West Coast Mid-West RHODE ISLAND 




















#781 “SWEETHEART”. 12!" x 834" at- 
tractive mottled plastic case, choice of two 
colors, gold plated metal base, 3!/." Dial. 
Figures swing to accompaniment of motor 
driven music. Separate light switch makes 
beautiful night light or television clock. 





Retail price $17.25 (without music) $13.25. 





#778 "HULA". 13/4" x 834". Hand 
rubbed mahogany finish case. 3!/2" Dial. 
Lifelike, hand painted figure, wearing silk 
stranded hula skirt. Dancer and tom-tom 
player move to charming Hawaiian music. 
Triplicate mirror reflects action. Separate 
switches for Light, Music and Action. 

Retail price $17.95 (without music) $13.95. 
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United Animated Clocks 
in Your Window... 


Means Action Plus in 
Your Cash Register 


Illustrated is a series of clocks with a refreshing new 
viewpoint. They attractively combine accurate time- 
keeping — plus lighting effects — plus electric motor 
driven Swiss music boxes if desired. 





PUT THESE CROWD-STOPPERS TO WORK FOR YOU 
NOW FOR THE BUYING DAYS AHEAD. FULLY GUAR- 
ANTEED SELF-STARTING—WESTINGHOUSE DESIGNED 
MOTOR. TELL YOUR JOBBER YOU MUST HAVE 
UNITED'S NEW ACTION PLUS CLOCKS. 


UNITED CLOCK CORPORATION 


Division of 
UNITED METAL GOODS MFG. CO., INC. 
379 DE KALB AVE. BROOKLYN 5, N. Y. 


Established 1905 





#710 "FISHERMAN". 11!" x 934" gold plated 
and hand painted cast metal case, 3!/2" Dial. Rod 
and line in motion plus realistic moving fish plus 
indirect light make this a most unusual and ap- 
pealing clock. Retail price $13.95. 


#870 “BALLET”. 12!" x 10" hand rubbed ma- 
hogany finish wood case. 3!/." Dial. The dancer 
pirouettes freely in both directions, also up and 
down in time with music. Triplicate mirror and 
electric light give effect of stage and group of 
dancers. Stage front in gold plated metal. Clear 
plastic window protects dancer which is hand 
painted, Nylon Ballet Skirt enriched by tinsel dec- 
oration. Retail Price $17.95. 
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National Advertising Will Pre-sell Your Customers 
on the Superiority of Hand Carved 


i, 








‘ “ : Here is the first of a series of 
©. Asales-compelling ads which 
will appear consistently in 
Sunday Rotogravure Sections 
in an expanding list of key 
' city newspapers. Beginning 
with Sunday, September 9th, 


millions of prospective custom- 





a sg : ers will ask for eS will buy eee 
| -. Barel Bridals, exclusively de- 


signed by Fred Barel. 
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ae Here’s how you can boost YOUR sales! ; 


y @ Order the Barel Bridals featured in our national ads and other 


outstanding original creations. Our hard-punching pro- 


Co motional campaign in- 
© Display Barel Bridals prominently in your show cases .. . : cludes most of the cities 
in your windows. } in the country. For full 
details regarding our 


® Feature Barel Bridals in your own local newspaper advertise- 
plans for your city, 


ments. Direct “‘tie-in’’ mats available free of charge. 


WRITE... 
WIRE... 

Sold directly to the retailer by the manufacturer PHONE— 
24-hour service on all special orders ; TODAY! 








os 


eet, New: York 358; Mi & 





BRIDAL RING CO., a? Massau Se 
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HARD COMPACT LAYER 
oF KARAT GOLD ig 5 


SUPPORTING 
METAL Base 








Neo 
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Regardless of the changes that may be re- 
quired in the base of Gold Filled stock, the 
important thing is we can always find a 
suitable metal, non-essential to our defense 
program, that costs less than Karat gold. 
And by following the Old Sheffield prin- 
ciple ... that of using a Karat gold layer 
On a less expensive supporting base and 
then rolling the two under heavy pressure 
...Wwe can always continue to supply 
jewelry manufacturers with material that 
combines supreme lasting beauty with real 
desirable economy. 


Yes, it’s the principle of the thing that 
counts. And the Old Sheffield principle used 
in the production of Gold Filled will remain 
intact in spite of material problems. That is 
why people will have full confidence in the 
quality of Gold Filled jewelry... in the 
future, as they have in the past. And that 
sort of confidence counts. It counts up in 
continued sales. 


Gold Filled & Rolled | rer, ewes Snor es 
RESEARCH DIVISION OF Gold Plate Mfrs. 47734 on eed fy ened 


States Department of Commerce 


PROVIDENCE 7, RHODE ISLAND and approved by the American 
Nhichileleldekwe.tticlal= bile) 
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CARL-ART, inc. i 


" PROVIDENCE © RHODE ISLAND 
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SIGM| IND COHN CORP. 


Refiners of Platinum and Platinum Metals for Jowelry 


121 So. Columbus Avenue eee Mount Vernon, New York 
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Semca is first again with the smartest, fastest-sell- 
ing NEW idea in time-keeping! Brings the charm 
and novelty of the musical alarm for the first time 
to the traveling clock. At home or abroad, good 
mornings begin with the cheerful tune of this 
slim, trim little traveler. The 1-day, 7-jewel Swiss 
movement makes sure that awakenings will be 
right on time. The luminous hands simulate the 
musical clef, while the luminous dots take the 
form of musical notes. The genuine Morocco 
leather case is available in brown, red, blue and 
green. Be FIRST in your city to show “Travel 
Tune” — the newest idea in travel clocks! 


semca is first again! 


TRAVELING MUSICAL ALARM CLOCK! 


Thavel-tane 


...With the world’s sma/es¢ musical alarm movement 
... that wakes you up gently 





#3 








ee te ee anne " anceneneannn - a mecnenes . 
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No. 742. To retail at $9 {90 plus tax 


On West Coast, $22.00 plus tax 
Size: 35%" x 35%" x 14," 


Consult your wholesaler 


Ssemca clock company, inc. 


30 IRVING PLACE, NEW YORK 3, N. Y. 
Manufacturers of Phinney-Walker Clocks since 1915 


Copyright 1951 Semea Clock Co., Ine. 
*Pat. Pending in U.S.A. and other countries 
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OF PALLADIUM LINE! 


It was only a few weeks ago that John Giovannetti 
announced his complete new line of palladium mount- 
ings... 84 styles of wedding and engagement ring 
sets, 150 individual rings, 42 watch cases and 14 


watch bands. 


Already he reports prompt, enthusiastic response 
from retailers all over the country. Jewelers who 
have seen the line express highest praise for the 


beauty and craftsmanship of the mountings. 


Although every mail brings scores of new inquiries 
and orders, Giovannetti still promises delivery 
within a week after receipt of orders. And all pieces 
will be of the same high quality and fine crafts- 
manship so long associated with the name John 


Giovannetti. 


If you have not yet sent for your complete catalog 
and price list, fill out and mail the handy coupon 


right now! 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street, New York 5, N. Y. 
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IMMEDIATE, FAVORABLE 








The true beauty of diamonds is reflected when set in palla- 
dium mountings. Above are shown a few representative 
examples of the many varied pieces included in the complete 
line of palladium mountings made by John Giovannetti. 


JOHN GIOVANNETTI 
115 West 45th Street, New York 19, N. Y. 


Please send me your complete catalog and 
price list for palladium mountings. 
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Company 
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MARKET 


As more and more people turn to the jeweler for fine gifts .. . 

and the jeweler, growing more aggressive in advertising and promotion, 
expands his gift lines and his year ’round sales... 

it’s important to get the clear market story behind the figures 

of the new Census of Business. Here, at a quick glance, is what they tell... 
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STEERS THE JEWELER...STARTS THE SALE 





How many jewelry stores are there? 


21,269... but this includes every re-_ 


tailer in the field who does a volume of 
$500 a year or more. 

How many are important? 11,965 jewelry 
stores that account for over 90% of all 
jewelry store sales. They’re a little more 
than half (56%) of all stores, but they’re 
almost the whole market in sales dollars. 
What's the difference between a Jewelry 
Store and a Repair Shop? More than 
half the Repair Shop’s revenue comes 
from repairs. Some sell jewelry items, 
too, but in such limited quantities that 
all 12,750 Jewelry Repair Shops in the 
U. S. account for only 2% of all jewelry 
merchandise volume. The other 98% is 
done by the Jewelry Stores. 


A CHILTON @® PUBLICATION 


100 EAST 42nd STREET, NEW YORK 17, NEW YORK 


How big is the market? It’s a billion- 
and-a-quarter-dollar-a-year market... 
with the top 11,965 jewelry stores selling 
$1,111,045,000 worth of diamonds, sil- 
verware, watches, clocks, china, glass- 
ware and many quality gift lines. 


How can you reach the jewelry store 
market? By using The JEWELERS’ 
CIRCULAR-KEYSTONE, with its 
19,855 paid circulation, which includes 
15,549 leading retail jewelers. It’s read, 
as the business magazine of the field, in 
practically every worth-while jewelry 
store ... the important retailers who do 
the bulk of all jewelry store sales volume. 
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feature 


PICIHC Silver Cloth 


for extra 
Christmas Sales! 


Close hollow-ware sales by sug- 
gesting an air-tight bag of Pacific 
Silver Cloth to keep silver bright 
without polishing. 










For gifts both practical and love- 
ly, feature flatware chests lined 
with Pacific Silver Cloth. A Pacific 
Silver Cloth lining positively pre- 
vents tarnish. 














For extra gift sales, feature this 
self-service display of Pacific Silver 
Cloth wraps for lining serving 
drawers. Wraps 18” x 31” 
and 36” x 31”. 











Berensive national advertising in id 
leading magazines has sold Pacific With a starter set of flat- 
ware, suggest a Pacific Sil- oO 





Silver Cloth to your customers. It ver Cloth place-setting roll 
to keep it bright as new. 


keeps sterling and fine silverplate 
bright as new, ready for use without | 





polishing. It’s the only complete and 
lasting protection against silver tar- 
nish. Its beaver-brown shade flatters 


9 En enapenen een —------| 


PACIFIC MILLS, Dept. RR-12 


silver, doesn’t show dust. 
1407 Broadway, New York 18, N. Y. 


Pacific Silver Cloth is available in 
chests, bags, rolls and wraps. Recom- 


Gentlemen: I am interested in wraps , chests 
hollow-ware bags , place-setting rolls . 
packets made with Pacific Silver Cloth. Send me 


names of sources of supply and descriptive literature. 

















mended by leading silversmiths. 
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us Silver Cloth _ a 
Made by Pacific Mills cearalees 

Weavers of fine Cottons, Rayons, Worsteds and Woolens — 
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DIAMOND DIGEST 


OF MOUNTING INTEREST 
(Part One) 


A first class art gallery must 
understand picture frames as well as 
pictures. similarly, a diamond house 
like Arnstein Bros. and Co. has 
acquired through the years, a good 
deal of information about the "frames" 
that surround diamonds —— mountings. 

As we pointed out in previous 
Diamond Digests, the progressive 
merchant: is so busy with merchandising 
problems that he can't keep track of 
successful policies employed by other 
outstanding jewelers. Therefore, we 
try, whenever possible, to pass on to 
him facts that will enable him to sell 
his diamonds faster and more profit- 
ably. 

For example, many jewelers tell us 
that right now a diamond engagement 
ring with side stones has far more 
appeal than one without them. Even 
the customer who comes in determined 
to purchase a classic diamond soli- 
taire, will usually select a similar 
ring with tastefully set side stones. 
Somehow the side stones make for 
better balanced design and add 
richness. 

Since a diamond is to a mounting 
what a beautiful woman's face is toa 
hat, the diamond should determine the 
mounting and not vice versa. Common 
sense dictates that the more expensive 
diamond deserves the more expensive 
mounting. It is false economy to 
underplay the quality and elegance of 
a fine or larger diamond with a cheap 
mounting. 

Just how vital a mounting can be in 
enhancing the beauty of a diamond was 
never better demonstrated than by the 
so-called "illusion" mounting which 
magnifies the size of a stone. "Illu- 
sion" mountings widely used for round 
stones, have also been developed 
recently for emerald cuts of less than 
one carat. Here again this type of 
mounting increases the size of the 
stone, thereby adding to its appeal 
and attractiveness. 

No matter what mounting a merchant 
chooses, though, he may be sure that 
Arnstein Bros. and Co. has the dia- 
monds that suit it, and in the partic-— 
ular grade and quality that he 
‘ requires. Moreover, these stones are 
available to him at the lowest market 





price. 
DIAMOND CUTTERS AND IMPORTERS 


608 FIFTH AVENUE NEW YORK 20, N. Y. 
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We recently received from Percy 
K. Loud of Wright, Kay & Co., 
Detroit jewelers, an unusual engraved 
card reading: “Jane Doe announces 
that on April 21 she was granted a 
divorce by Judge Barrister from John 
Doe. At home 2441 Webb Boule- 
vard.” 

The card was also sent to Emily 
Post for her opinion as to its pro- 
priety. Said Emily, “I can’t imagine 
anything more shocking.” 

Now if this idea of Jane’s were 
carried into other things, we can see 
where a retail jeweler would “take 
pride in announcing that Judge Bar- 
rister had today accepted his applica- 
tion for bankruptcy proceedings,” or 
perhaps, “Mr. and Mrs. Capone 
hereby advise their friends that their 
son, Al, will be released from a six- 
year term in Sing Sing, next Thurs- 
day.” 

o 


URING Princess Elizabeth’s re- 
cent tour of Canada she was 
showered with a variety of gifts; most 
outstanding, perhaps, was the gift 
from the people of Ontario Province. 
It was the provincial crest of Ontario 
as a brooch, wrought in platinum and 
gold and encrusted with diamonds, 
rubies, and emeralds. At the same 
time, Prince Philip re¢eived a ciga- 
rette box of native Ontario silver. 
To commemorate the royal visit to 
Winnipeg, Henry Birks and Sons, 
Ltd., displayed a $130,000 gold and 


platinum jewel-encrusted replica of 
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the personal Coat of Arms of Princess 
Elizabeth. The replica was decorated 
with five rosettes of diamonds, emer- 
alds, and sapphires. (There is a pic- 
ture report on this regal jewelry in 
this issue. ) 


© © 
PEAKING of Princess Elizabeth. 


if you were a princess and it was 
your eighteenth birthday, what would 
you want for your birthday present? 
In the case of pretty Princess Eliza- 
beth the answer was much like that 
of thousands of American eighteen- 
year-olds. For according to the 
Jewelry Industry Council, she wanted 
a watch. 

A watch she received, too, as her 
gift from the King and Queen on the 
day she turned eighteen. Apparently, 
she still finds it her favorite, because 
those who are fortunate enough to get 
a glimpse of her notice she usually 
wears it whenever she goes out dur- 
ing the day. 

It is baguette shaped with a band 
designed like a honeycomb, and it is 
studded all around with small: dia- 
monds. In the evenings when she 
dresses more formally, she likes to 
wear a dainty diamond watch with a 


very tiny face and diamond and 


platinum bracelet. 
> © 


ORRECTION: It was suggested 
by Ernest W. Fair in his article 
“What Do We Do? The Account Has 
Skipped?” that in order to trace a 
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skip the jeweler could contact the 
Social Security Administration. (Au- 
gust issue, JEWELERS CIRCULAR-KEy- 
STONE). The government, however, 
has now declined to reveal the re- 
quested address of a wage earner who 
has skipped out on a jeweler. 


We express our regrets to all jewel- 
ers whom we may have inconve- 
nienced. At the time Mr. Fair’s article 
was scheduled for publication it was 
correct, but during the interim the 
Social Security regulations had been 
changed and “specific provisions” 
were made for safeguarding the 
agency's records. 

We are inclined to believe that so 
many merchants and collection agen- 
cies ‘were making use of these rec- 
ords to trace skips, that the Admin- 
istration amended the Act to preclude 
further use for such purposes. 


> 


| ig the usual routine of business, un- 
usual situations pop up now and 
then which seem to illustrate the point 
that “truth is often stranger than fic- 
tion.” 

Take this once-in-a-lifetime occur- 
rence involving the Norma Pencil 
Corporation. Across the desk in the 
service department of the firm came 
a pencil which looked like any other 
pencil in the collection that morning. 

However, this particular pencil was 
different. When the service man 
slipped off the cap sealing the lead 
reservoir, out slid the usual supply of 
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SEE IT IN “LIFE” 


CONTINUING THE DYNAMIC LE COULTRE CHRISTMAS ADVERTISING CAMPAIGN 








ATMOS, the finest of all clocks for Christmas giving. This unique LeCoultre creation 
is the dream of ages come true — virtual perpetual motion. Atmos runs silently and 
accurately, powered alone by the unfailing daily changes in the temperature. Atmos, 
in its case of crystal and gilt makes a handsome decorative note in living room or 
library. Attracts endless admiration and wonder. 914 x 8% x 6%4 inches. $175, 


LE COULTRE BRADLEY II. A watch note- LE COULTRE LOWELL 17. The impressive, 
worthy for its entirely original design. rectangular case is complemented by the 
Executed in superb, masculine fashion. unusual design of its endpieces. Handsome 
Choice of white, yellow or black dials. dial is set with 17 diamonds. A gift that 
A. gift that’s sure to please. 14K. $145. will bring years of pleasure. 18K. $250. 


Por Exceptional Christmas Gifts 


LE (OULTRE 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


The prestige of LeCoultre watches and clocks as Christmas gifts reflects 
more than a century of achievement in the art of watchmaking. Every 
LeCoultre product gives evidence of the exquisite craftsmanship and the 
inventive genius which have gone into its creation. LeCoultre maintains 
the highest standard of precision workmanship in the watch industry, 


¥ 2 


LE COULTRE FUTUREMATIC. This exclusive LeCoultre timepiece is the first entirely new 
conception in watches in generations. 100° self-winding, without even a winding stem. 
It cannot run down? it cannot overwind. It is engineered to be the most accurate 
automatic watch in the world today. Exclusive Reserve Power Indicator. An impressive 


~~ 


LE COULTRE WRIST ALARM. The perfect gift for LE COULTRE LADIES’ WATCHES FOR CHRISTMAS GIVING. Three examples LE COULTRE CALENDAR-MOONPHASE. A beau- 
busy executive or “absent-minded professor”! of exclusive LeCoultre styling. Each of these watches is finished in the tiful example of LeCoultre craftsmanship. It tells 
Discreet bell reminds of important engagements. manner of finest jewelry. Pictured from left to right: “Marquise”, in hour, day, date, month and phase of the moon. 


Gold-filled case, $99.50; moisture-proof, $110. 14K gold, $125; “Flair”, 14K gold case, $125; “Caprice”, 14K gold, $125. Gold-filled case, with bracelet as shown. $99.50. 


LE COULTRE DUKE AND DUTCHESS. Matching set for LE COULTRE ARISTOCRAT. Another matching set in LE COULTRE FIRST NIGHTER. This duet, too, represents 


“her” and for “him” — perfect for Christmas giving — smart, wedge-shaped cases. 


The “Aristocrat M” for fine jewelry craftsmanship at its best. “Top Hat” for 


perfect for the bride and groom, for an anniversary, an “him”—the “Aristocrat L” for “her”. Contrasting black  “him’”—‘Orchid” for “her”. Hand finished to the last 


engagement. Available in gold-filled cases. Each, $71.50. 
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leads—plus four sparkling objects! 
You guessed it—diamonds" 

The Norma people promptly tucked 
the gems in their safe and sent a let- 
ter to the J.R. Weldon Co., the Pitts- 
burgh dealer who sent in the pencil 
for servicing. E. W. Buddemeyer of 
the Weldon Co. replied that a cus- 
tomer did cache the diamonds in his 
Norma pencil. 

The gems were returned, but the 
service man is still scratching his 
head in bewilderment. 


© 
AY down yonder in Mobile, 


Alabama, Gabriel’s jewelry store 
has a guest book which is something 
of a feature attraction. This guest 
book, contrary to the usual stiff 
ledger, is a “pictorial record” of fa- 
mous customers who have visited the 
store. The book was started in 1949 
when Mr. Gabriel realized that the 
parade of celebrities who. have been 
his customers would furnish a source 
of real interest to other visitors. 

Whenever a well-known celebrity 
visits the Gabriel store a commercial 
photographer is called in to snap a 
shot of the noted guest. Among the 


celebrities in the guest book are Eddie 
Rickenbacker, Miss America of 1950, 
and a long list of stage and screen 
stars. Perhaps the most unusual 
photograph of all is one of a notori- 
ous check-passer who was recognized 
by Mr. Gabriel while attempting to 
cash a check in the store. The alert 
jeweler called the F.B.I., and the 
check-passer was apprehended. 

Many of the photos have captions. 
One records how Robert Nutt, a fa- 
mous memory expert, was able to re- 
peat instantly the names of all china. 
glass and gifts shown to him in the 
store’s annex, together with pertinent 
information about them. Another 
caption details Mr. Gabriel’s pleasant 
experience in entertaining an Indian 
maharajah, his queen and prince. 


© © 


_ is a gem of a story—one for 
the jewelry book of oddities: 
Ruby and Pearl Diamond not only 
run a jewelry store, but the business 
is located in Garnett, Arkansas. The 
owners are sisters, and, we are told, 
they have a personality sparkle that 
befits their names. 
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N a recent issue of Coronet there 
appeared a rather unusual story 
called “Diamonds in the Rough” by 
John Raleigh. (From the forthcom- 
ing book Inside Inside by members 
of the Overseas Press Club of 


America. ) 


Mr. Raleigh relates that during the 
second World War two PBY’s flying 
south from invaded Java were shot 


. down by Japanese pilots just north 


of Broome, Australia. One pilot and 
two Dutch children were the sole 
survivors. 


The pilot lost his jacket in the sea 
—and thereby hangs a tale. You see, 
this was not an ordinary jacket be- 
cause inside the garment were dozens 
of uncut diamonds valued at $75,000, 
a fortune entrusted to the pilot by 
the parents of the children as pay- 
ment for their care and attention. 
The parents died in the crash and 
the now penniless orphans were sent 
to Melbourne. 


Two weeks after the crash an 
Aussie hobo, one of thousands who 
haunt the “Great Outback,” showed 
up at the Broome Air Force head- 
quarters. He had heard about the un- 
fortunate children and their lost for- 
tune. In his hand he held the pilot's 
jacket and all the diamonds. 


“I found this on the beach this 
morning. They’re all there,” he said 
calmly. Dropping the jacket on the 
desk of an Army officer, he turned 
and headed for the door. “Wait a 
minute!” the officer cried. “What's 
your name?” 


“Never mind that,” the man an- 
swered. “Just get these sparklers to 
the kids. I'd like to see them get a 
better break than I did.” And, with 


that, he walked out of the door, back . 


into that oblivion which surrounds 
the world of “failures.” 


o © 


N. Detroit, the Industrial National 
Bank’s new revolving clock has the 
mechanically-minded natives wonder- 
ing how electric contact is made since 
the clock revolves constantly. A check 
with Edward Long, who made the 
clock, revealed that “transmitting cur- 
rent continuously to the timing mech- 
anism was achieved by having the 
movable electrical contacts run in 
mercury filled plastic grooves. This 
permits a continuous flow of current 
while the clock is rotating.” 
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It’s the thing to promote... 
1847 Rogers Bros. nationally advertised Holiday Chest at $99.75 


Right now your customers and prospects aresseeing full-page magazine ads in full 
color for this complete 66-piece service for 8 in the luxurious drawer chest. How can 
you turn it into a holiday sales magnet for yourself? See below! 





HOLIDAY sets 


this cherished holiday 


Se, 
(6 OG" 


1847 ROGERS BROS. 


AMERICA'S FINNST SIL VY ERPLATER 








8 

ADO A 
- 

56 OO a 


J 








Here’s the way to promote it! 


This easy-to-trim window display puts 2. A few tree branches and tree orna- card ad reprint (in full color) and the 
the 1847 Rogers Bros. Holiday Chest in _menfs as gift “setting.” gift card are yours for the asking from 
your sales spotlight. All you need is: 3. A reprint (showcard) of the LiFe your 1847 Rogers Bros. representative. 

1. A sprig of mistletoe to hang above advertisement which features the chest (Or write direct to ee mn om. om 
an opened-up chest. Card worded: THis during December. ment, International silver Company, 
WINS HOLIDAY KISSES! 4. A small “gift” showcard. The show- Meriden, Conn.) 





1847 Rogers Bros. =~... 
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CHINA, GLASS and GIFTWARES 


Loom Bisser in Jeweler’s Sales Picture 
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Deecemser is the creamiest of all months, 
so far as sales are concerned, and at this moment there 
are few jewelers who are looking ahead much further 
than Christmas Eve. Business, they hope, will increase 
steadily as the month goes on, climaxed with the moment 
when the last frantic male has dashed in to get an 
eleventh-hour presént for the little woman. Then they can 
shut up shop, go home and forget all their worries. 

But 1952 is inexorable. It is just around the corner 
from Christmas, and it needs to be thought about and 
planned for, its sales possibilities mapped out well in ad- 
vance. And one of the leading possibilities must certainly 
be the development of that section which fits hand-in- 
glove with the silver department—china, glass, and gift- 
ware. 

There are some jewelry stores, of course, whose space 
is so limited that they cannot stock this sort of merchan- 
dise, excepting at most a decorative accessory or two. The 
majority of stores in the top category, however, are find- 
ing themselves more and more interested in the tableware 
and gift field, and in large cities scattered all over the 
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Customers are becoming increasingly aware 
of the retail jeweler as headquarters for 
china, glass and giftwares through his 
coordinated merchandising of these lines 
with silverware. This growing market 
offers the jeweler one of his best profit - 
possibilities for the coming year. 


by MADELINE LOVE 


country are jewelry establishments which offer very seri- 
ous competition to department stores and specialty shops. 
In thousands of smaller cities and towns, in fact, the 
jewelry store is the sole source of high-quality ware. Its 
prestige is so high and its voice so authoritative that the 
local residents look no further for their own home acces- 
sories or their important gifts. 

To a certain extent, this has always been true. But the 
movement grows stronger year by year. Take, for in- 
stance, the jeweler who, within the past few months, was 
forced to rent a second store, a few doors down the 
street, to care for his rapidly-expanding business in china, 
glass and accessories. His original store which had been 
bursting at the seams with merchandise, is now reserved 
for jewelry, watches, and so on. 

Not every jeweler can, or wants to, go as far as this. 
But many a jeweler who has held out firmly against the 
idea of “turning my store into a gift shop” might do some 

(Please turn to page 100) 
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te D. PEACOCK, INC., at 101 South State 

Street, Chicago, one of the country’s outstanding jewelry 

firms, has developed a giftwares department which serves 

the dual purpose of showing a profit on its own and also 

aids immeasurably in the merchandising of silverware and 
jewelry. 

Location is an important factor in making the gift sec- 
tion helpful to the sale of jewelry. The Peacock gift shop 
is on the second floor and the main access to the depart- 
ment is by an elevator which is located at a half-way point 
in the store. In order to get to the shop, customers must 
travel half the length of the first floor jewelry department 
and are thus exposed to the attractively displayed jewelry 
counters. | | 

Once inside the gift shop, the customers again are ex- 
posed to silverware from the first floor department when 
they look at the table setting displays of dinnerware and 
accessories. 

The gift shop is one of the most attractive and impres- 


Individual "shops" featuring specific merchandise open off Peacock's Gift Aisle. 


Giitwares Are Good Business... 


a NK 8 





sive in Chicago’s Loop, and one of the principal reasons 
for this success has been its policy of emphasizing to cus- 
tomers that it is not merely a gift shop, but a place where 
they can come to buy home furnishing accessories which 
will complete their home decor in the most complimentary 
fashion. 

Miss Barbara Hanley, head buyer for the gift shop, 
said, “We do this by always keeping abreast of the 
current trends in the decorating field, and buying home 
furnishings accessories which will definitely complement 
those trends.” 

The gift shop concentrates on merchandising fine china, 
stemware, and linens, but, at the same time, they promote 
the sale of silverware from the jewelry department by 
combining the four items in their displays. 

And the four are combined in a manner which will 
compliment each other both in design and price range. 
For example, a table featuring moderately-priced dinner- 
ware will be set with silver plate while finer china will be 



























































complemented with suitable sterling patterns. The same design table settings. The contests are held in the store and 


ririciple, of course. applies to linens and glassware- the merchandise in the store is used by the groups in de- 

These displays are set up in partitioned sections which signing the settings. 
appear as model rooms. Each of the rooms is decorated Holding bridal shows is another method of promotion. 
to fit in with the design of the merchandise it features. The gift department exhibits table settings at these shows 

The Accessories Shep is the largest unit in sales vol- which would fit ig with a bride’s social occasions, such as 
ume. It carries figurines, lamps, candy boxes. perfumes. teas, showers, receptions, etc. 
and a large variety of decorative items. Promotion and newspaper advertising have played an 

The Table Setting Shop features china and stemware important part in building the gift department into its 
items along with linens and centerpieces. present prominent position. 

An Informal Servings Shop features bar accessories and The principal portion of advertising is done through 
every type of specialty item suitable for dens and home metropolitan Chicago newspapers. Once a month they 
hars. use this source to feature low priced items which will draw 

The Oriental Shop specializes in decorative items pri- customers into the store. These items are advertised as the 
marily. This section has gained an impressive reputation department’s “Monthly Special,” and usually sell for as 
because all of the pieces are flexible enough in design to low as $0. 
fit in with modern tastes. Window displays are also a salient factor in advertising 

The Leather Nook Shop shows stationery and stationery the giftware section. Two windows are allotted to the de- 
accessories and has an engraving department where cus- partment and they are set up in much the same manner as 
tomers can have personalized stationery and cards made the inside displays, using dinnerware, silverware, linens, 
up. and stemware together to demonstrate the manner in 

The center section of the gift department, between the which all can be combined most attractively. 
model rooms, features a series of modern tables on which 
several dinnerware and silverware patterns and table ac- 
cessories are shown. Here, again, the displays are set up 
to give customers an idea of how to combine different pat- 
terns, designs, and price ranges for the most attractive 
effect. 

One of the ways in which the department promotes its 
lines is by holding competitions within social organiza- 
tions in the city in which members compete in contests to 
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Coordinated merchandising of silver, fine tableware 
and accessories has been a successful formula for 

many jewelers throughout the country. One of the ee a 
most outstanding examples of a department especially 


set up for this purpose is that of C. D. Peacock’s. 









All of the many patterns in fine glass- 
ware are displayed on open view with a 
small card giving name and price shown 
_ | in front of each. Table settings show 
a ce | the various combinations of patterns. 









by WILLIAM J. JOHNSTON 





Largest unit in sales volume is store's 
Accessory Shop which carries large va- 
riety of decorative items including figur- 
ines, lamps, vases, etc. The latest 
in merchandise is always available by 
the store's policy of keeping abreast of 
the current trends in home decorating. 
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Fashion Says: 
























































Mens Jewelry 


D. YoU remember Mr. “T’’? He’s the 
mythical man who took command of men’s fashions last 
year and launched a brand new look of tapered, tall, and 
trim styles for men. He’s the fellow who gave a shove to 
your shoulder padding, and said: “Come on, men, let’s be 
comfortable. Let’s stop bulging at the top like Atlas carry. 
ing the weight of the world on his shoulders and get back 
to natural proportions.” 

Well, Mr. “T’s” style ideas caught on everywhere, and 
have progressed this season into a trend for comfortable, 
easy-hanging clothes in deep carbon colors—a trend 
called the American Lounge. And the color news is the 
most important news in this current fashion story for it 
establishes jewelry as an indispensable brightening acces- 
sory for every well-dressed man in the coming season 
of 1952! : 

This smart new look for men stresses dark carbon colors 
for the basic wardrobe brightened with light color acces- 
sories which gives us an opportunity for some gala sell- 
ing of jewelry during the holiday season—and afterward! 
Dark clothes must be sparked with jewelry to relieve an 
otherwise somber impression, and men love a tiny touch 
of glitter, discriminate and in good taste. This is a fash- 
ion tie-in that should appeal to both your men and women 
customers. 

The three important basic shades are carbon blue, car- 
bon brown, and carbon gray, and these are intensified in 
deep rich tones that make the blue seem bluer, the brown 
browner, and gray grayer than ever before. The clothing 
industry has planned a completely coordinated color 
scheme and accessories such as shirts, ties, suspenders, 
gloves, and so on, are available in shades blended to the 
deep carbon colors. Since the major style trick is to har- 
monize color in one basic composition let’s promote our 

jewelry in the same mood: | 

Carbon brown basics—highlight with gold jewelry! 

Carbon gray basics—flash with silver jewelry! 

Carbon blue basics—spark with either gold or silver 
jewelry! ° 


AMERICAN LOUNGE STYLE DETAILS 

Coats and jackets have less width across the shoulders 
and are cut in easy, straight hanging lines. There is a 
minimum of shoulder padding and waistlines are slightly 
suppressed. Carbon colors. 

Trousers and slacks have trim lines and avoid fullness 
anywhere. Carbon colors, 

Shirts have neat pin-point collars or round-point collars. 
French cuffs are increasingly popular. Color enjoys more 

(Please turn to page 104) 


THE JEWELERS’ CIRCULAR-KEYSTONE 























is Indispensable! 










Many Christmas shoppers looking for gifts for men have 





no idea as to the potential scope of jewelry items for 
men. Now is the time for jewelers to educate customers | 
that a watch, a ring and a pair of cuff links do not 


provide today’s male with an adequate jewelry wardrobe. | 


Monn 


Rings, watches and watchbands 
have become traditional gifts 
for men and are maintained in 
public favor by constant pro- 
motions throughout the year. 


by WINIFRED PARKER 
(Illustrations by Dorothy Burke) 








45 JEWELRY ITEMS TO PROMOTE FOR A MAN'S CHRISTMAS 


1. Belt Buckle 24. Pill Box 

2. Car Key 25. Pipe 

3. Checkbook Cover 26. Pipe Reamer 

4, Cigar Case 27. Pocket Knife 

5. Cigar Cutter 28. Pocket Watch 

6. Cigarette Case 29. Religious Medal 

7. Cigarette Lighter 30. Rings 

8. Collar Pin 31. Ring Pill Box 

9. Comb 32. Scarf Pin 

10. Cuff Links 33. Sport Chain 

11, Cuff Link Pill Box 34. Sport Charms 

12. Cuff Link Watch 35. Sport Watch 

13, Emblems 36. Stick Pin New Items 
14, Eyeglass Case 37. Studs e M . 

15. Flip Coin 38. Suspender Attachments ane one J ewelry 
16. Fountain Pen 39. Tie Cli 

17, House Key P Are Shown on 
18. Identification Bracelet a ae 

19. Key Chain precinct Following Pages 
20. Money Clip 42. Watch Belt Buckle od od 
21. Notebook Cover 43. Watch Chain 

22. Pencil 44. Watch Money Clip 

23. Photo Locket 45. Wristwatch 
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Jewelry Items for a Man’s Christmas 


|. Krementz men's jewelry in new more conservative style is 
hand éngine-turned and has overlay of 14K gold. Cuff links 
retail for $8; tie bar $6; buckle $12. All prices plus tax. 


2. Tie bar and cuff link set from Flex-Let's new line of Beau 
Brummel men's jewelry in 1/20 12K gold fill. $13.95 plus tax. 


3. inspired by M-G-M movie Quo Vadis, Swank's new mother- 
of-pearl-set jewelry retails at $2.50 for clip; $3.50 for links. 


4. Norma's four-in-one color pencil has wide range of appeal 
among men in many occupations. Priced from $4 to $100. 


5. Linde star sapphire links and studs by Charles F. Winson 
are set in white gold. Links $500 Keystone; dress set $800. 


6. Combination pen and pencils in 14K by Louis Tamis & Son. 


7. St. Christopher money clip and pipe cleaner and case from 
Gold Bros. In 14K gold, clip is $70, cleaner $170, Keystone. 


8. 14K gold heavy stripe cigarette case, engine turned, holds 
15 cigarettes. By French Flexible Enameling Co. $500 Keys. 


ert st i ity 








9. Win ticket inspired this money clip from Penny Rau Orig- 
‘nals, L. A. $5 retail in gold plate with enameled detailing. 


10. Masonic money clip in heavy sterling silver with rhodium 
finish from Admark. Other emblems and subjects available. 


\1, Men's dress accessories in 14K white or yellow gold and 
platinum set with cultured pearls from Leys, Christie & Co. 


12. Four-leaf clover good luck money clip available in ster- 
ling silver or 14K gold is from Simons Bros., Philadelphia. 


13. Tournament series by Kreisler has sport emblem on field 


of mother-of-pearl. 1/20 12K gold filled. Tie bars retail 
at $6; cuff links at $7.50; 2-piece sets $13.50, plus tax. 


filled with simulated onyx, ruby or sapphire. $17.50 Keys. 





15. Link and tie bar set packaged for Christmas by Anson, is 
in two-tone satin finish set with rhinestones. $7.50, P. T. 


16. Forstner's three-strand snake chain identification brace- 
let is in sterling silver with rhodium finish. $19 with tax. 


17, Identification bracelet in gold filled by Benrus retails 
at $12.50 with tax. In stainless with sterling plaque $9.95. 


18. Personalized and emblematic jewelry from Charm Craft is 
available in rhodium finish sterling and 1/20 12K gold fill. 


19. Zippo sports lighter in chrome plate buffed to soft fin- 
ish. Motif engraved and inlaid in color. $4 retail plus tax. 


20. Ronson Adonis pocket lighter is available in several dif- 
ferent styles in this model. One shown retails for $12.50. 





2|. Silver decorated briar pipe is from makers of Carvel Hall 
cutlery. Available in two models to retail for about $12.50. 


22. A.S.R. Ascot lighters in matched set for "him" and "her" 
in tan ostrich leather are only one of many styles available. 


23. One of several newly styled automatic lighters from the 
Evans Case Co. Each lighter comes in velvet-lined gift box. 








14. Emblematic set from Irons & Russell is in 1/20 12K gold 





17. 













































Crowds Flock 


To See 
Gem Sculpture 


First shown at Brock’s, Lincoln head carved in 


sapphire and exemplifying gem cutter craft draws 


crowds to jewelry stores wherever it is shown. 


\\ HEN THE “LINCOLN IN SAPPHIRE” WAS 


placed on display at Brock & Co. in downtown Los An- 
geles early in October, it marked the successful culmina- 
tion of two year’s labor and a high point in lapidary 
achievement. This head of the nation’s great Civil War 
leader measures 2 9/16th inches in height, 134th inches 


Newspaper ads heralded 
the unveiling of this 
“Lincoln in Sapphire" 
at Brock's, which had 
unusually heavy traffic 
during the exhibit. 


les store 
in the Los Ange 
isplay? in 
w 517 west Seventh Street 





in the Beverly Hills on 
oszo witshire Boulevard 
week of October sth 


























in width and 2 inches in depth and is carved from one 
deep blue sapphire, weighs 1318 carats and is valued at 
$250,000. 


number of young people, high school age and under, who 
came in the store to view the gem sculpture. 

The Lincoln head is carved from a 2302 carat stone 
belonging to the Kazanjian Bros., well known throughout 
the jewelry field for their black sapphires. The gem from 
which the Lincoln tribute is carved, however, is a deep 
blue in color. The Kazanjians possess three more sap- 
phires of similar size and present plans call for the carv- 
ing of these gems into likenesses of Andrew Jackson, 
George Washington, and Henry Ford, thus creating 4 
series of “Great Americans in Sapphire.” The technical 
problems facing the firm in carrying out this project will 
be tremendous as revealed in the carving of the Lincoln 
head. 

The hardness of the sapphire itself presented the first 
and greatest hurdle. It was also impossible to determine 
the internal structure of the stone by X-ray because cet- 
tain types of fractures and defects cannot be ascertained 
in this manner. Therefore, the cutter, Norman Maness, 
started completely in the dark. As he puts it, “Every 
move was an experiment.” 



























A detailed story of the evolution and creation of this 


gem cutter’s masterpiece which is owned by the Kazanjian 
Brothers appeared in the Los Angeles Times just prior 
to the appearance of the stone at Brock’s and did much 
to excite interest in the event. Throughout the week of 
October 1, the Lincoln sapphire was on display to the 
public at the 7th Street store and the following week it 
was in the Beverly Hills store of the firm. Traffic in both 
stores was unusually heavy during those weeks, 


Particularly gratifying to Brock and Co. was the great 





(Please turn to page 97) 
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Christmas adds 
millions more 





GET YOUR SHARE of 
EXTRA PROFITS... 
EXTRA STORE TRAFFIC! 


Yes, Christmas means millions more lighters...in ad- 
dition to the millions now in use. Those lighters will 
need fuel. And eventually ‘flints’ and wicks. 


Ronson Lighter Accessories outsell all others com- 
bined, more than four to one! For one thing, they’re 
better. For another thing, most every lighter user has 
heard of them...and is pre-sold on them. Ronson's 
big advertising campaigns in magazines, network TV 
and radio see to that! | 

Stock up on Ronson Lighter Accessories now. Don't 
forget the extra store traffic and repeat calls that these 
popular products bring you! You'll be able to sell to 
people who get lighters for Christmas...and go right 
on making steady, worth-while profits all year around. 


It’s extra money... good money! 


Best for All Lighters 


ONSON 


® 














WORLD’S FINEST LIGHTER ACCESSORIES 


Ronson Art Metal Works, Newark, N. J, 






enw 


ighter Accessories ads appear every week in Life, 

Saturday Evening Post or Collier's to pre-sell people on em 

oz | useful items. Ronson Lighter Accessories are also promote ce 

na big, full-page Ronson Lighter ads appearing in Life, Saturday 
Evening Post, Look and The New Yorker. 











Millions are exposed every week to hard-hitting Ronson 
Accessories comuacecials on Ronson’s “Star of the Family, 
Starring Peter Lind Hayes and Mary Healy, CBS-TV aaa 
work, and on Ronson’s “Hollywood Stars on Stage’” AB 
Radio Network. Ronson TV spots in many cities also pic- 














lighter owners... creates new opportunities 


for profitable RONSON 
accessories sales... 











Ronson Servicer—50¢. Contairs Ronsonol 
Fuel, 5 extra-length Ronson Redskin 
‘Flints,’ wick and inserter, cleaning brush, 
instruction book. 


Ronsonol Lighter Fuel—25¢ 
Outsells all other brands 
combined! Gives you 
more dollar profit! 
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RONSON | 





RGHTER FUEL 
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” Ronson 


Ronson Plastikit—25¢, Com- 
pact kit contains 5 extra- 
length Ronson Redskin 
‘Flints,’ wick and inserter, 
cleaning brush. 

















Ronson Five-Flinter—15¢ 
Handy pack contains 5 
extra-length Ronson 
Redskin ‘Flints,’ 









iy AUctssonies” 
Ru SS CRONSON 
Compact, Convenient, 
Ronson Accessories 
Display Cabinet (A-3). 
Holds 9 cans Ronsonol 
Lighter Fluid, 2 dozen | 
Five-Flinters, 8 Ronson { 
Plastikits. Sturdy Metal../ 
Ask your distributor =| 
how to get it. 








ture these popular products. 
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paratory work for each window can be done with mate. 
rials close at hand. 

Each time a window or showcase is changed it should 
be standard practice to examine all display accessorie, 
that are removed from the old display and store systematj. 
cally any that can be used again, after being sure thay 

' the items are listed in the inventory record with a note of 
any damage or repair necessary for future use and thei 
location in the storage bin or cupboard. I know from 
experience that this is exactly the kind of thing that seems 


rop’ Inventory 
almost impossible to accomplish in a busy store, but once 


id R (| 
* , ¢ such a system becomes accepted it requires actually very 
| \ a are little time to keep it going and saves many hours of time 
and dollars of expense in planning and installation jp 


addition to making it possible, frequently, to have more 
attractive displays because certain materials were at hand. 
It is much easier to use materials on hand than going out 

and shopping for them or sending for them by mail. 
by VIRGINIA DIXON Compared to the storage of display props in a depart. 
ment store, the jewelry store problem seems child’s play, 
but it still requires thoughtful organization. This starts 
with the purchase of new materials. Unless there is very 
good reason for a special exception to be made, new ac- 

-™ TIME AGO in this series of articles, it (Please turn to page 94) 
was suggested that as a part of an efficient budget system 
for the display department, a permanent inventory be kept 
of all display materials and props that were re-usable and 
that an orderly storage system be instituted. If you have 
such a system in your store at present, you will appre- 
ciate how much it saves both in expense and in the wear 
and tear of getting window and interior displays assem- 
bled and changed. If you do not have such a system—no 
matter how tiny your display “department” may be—the 
start of the New Year is an excellent time to organize this 
angle of your promotion program. . 

There must be some space in your store where at least 
a few shelves and maybe a table can be devoted entirely 
and exclusively to display storage and assembly. The 
more space the better, of course. Ideally there should be 
several locked cupboards with shelves of varying heights, 
a table or counter for practice set-ups and a work table 
or two. Here all materials and accessories—ring pads. 
fabrics, figurines, flowers, and so forth—should be col- 
lected and stored, wrapped and labeled, and here all pre- 















































































































Example of the versatility of display "props" are these 
bells which find year-‘round use in window displays pro- 
moting gifts for Easter, weddings, and back-to-school. 
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This simple New Year's window uses checkerboard effect to show variety of jewelry items. 
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‘| After Christmas in Your Windows 


~ SF? DY? Do 








TL. E AFTER-CHRISTMAS window is probably MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 
the hardest window of the whole year to plan and install Material Source 
“- unless you are fortunate enough to have someone who Bell cut-outs of beaver-board Make in store 


; Reesias al Dictens Ai, Wied or cardboard 
votes all his time to your displays ere is bound to be peetine ncn a a ee 


both a mental and physical let-down after the rush of squares for flooring 














Christmas with a tendency to let the windows go hang for Fabric for covering cut-outs Department store or 
a while! Here is a suggested display which is simple to and squares display supply house 
assemble and install, inexpensive (the year’s display Pine cone spray Piasiae or display supply 
budget is probably pretty well battered by now!) and — 
offers a change of pace from the crowded and luxuriant 
set-ups customary for Christmas. 
By planning early for such a window as this and having a change from your previous window, passersby may 
the materials all set to go well beforehand, it should not be think it is still a Christmas display. 
an overburdening task to change your Christmas dis- Two flat bell-shaped cut-outs are made from beaver- 
plays promptly after the 25th. It is important in your board or heavy cardboard. One is covered in the light 
general merchandising program to get this done. The fabric, the other in the dark tone. If you have or prefer 
store that is up and at ’em the day after Christmas with to use full-round papier mache bells, these may be painted 
a fresh new face, is the store that gets the sales from in the two contrasting colors. A sufficient number of 
Christmas gift checks and gives the impression of being beaverboard or heavy cardboard squares are cut to cover 
on its toes in all ways at all times! the window floor. They should be approximately twelve 
Black and white would make a smart and dramatic inches on each side, but this measurement may have to 
color scheme for this window. If you prefer to use color, be changed in order to most efficiently fill the dimensions 
a light and a dark tone in contrasting hues should be of your window. If the window is an odd shape, too hari 
selected—dark green and silver gray, maroon and ivory to cover entirely with squares, fill in the center with the 
or dark blue and white. Be careful to avoid a color squares and leave a border on the sides. Half of the 
scheme that looks at all “Christmas-sy” for even if it is (Please turn to page 125) 
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Modern design of the Sanford 
store provides full visibility 
with its all-glass front. Show- 
case displays bring the mer- 
chandise out to passersby. 














66 A 
LL during my years in the Navy, I was 
dreaming and planning a jewelry store that I could be 
proud of,” said L. Sanford Sussman, looking around his 
little shop in San Mateo, California, “and I am proud 
of this store.” | 

The Sanford Jewelry Co. is remarkable in that its mer- 
chandising policies, display arrangements, and even the 
physical details of the store itself have all been so con- 
ciously tailored around the principal theme of Mr. Suss- 
man’s thriving business: intimacy. Even the chairs have 
been specially designed and constructed to make the cus- 
tomer feel at home. 

The size of the store, which is only thirteen feet wide, 
obviously lends itself to the purpose. But there is an 
admitted difference between intimacy and strangulation, 
and the initial problem was to provide enough display 
room and still not give the impression of cramped space. 
When designers were told five years ago that Sussman 
wanted to put two rows of showcases and two rows of 
wallcases in a store thirteen feet wide, and make them 
look comfortable, they said it couldn’t be done. But he 
has done it. 
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One of the answers lies in the showcases that are only 
sixteen inches wide. Their display efficiency, however, is 
at a maximum because of an insistence on total visibility. 
There are no wooden strips or counter objects or any 
other obstructions to prevent a full view of everything 
in the showcase from any point. Sixty patterns of silver- 
ware are displayed in the front case. 

Sit-down showcases add to an impression of spacious 
ness. For reasons again of space and display efficiency, 
Sussman wanted long showcases. To get the most out of 
his displays in a limited space, he uses extra-long show- 
cases. He has three of these cases, with ample leg room, 
as well as two six-foot shelf cases. His chairs were built 
to his own specifications. These are curved and com: 
fortable and give the appearance of flaring back; they 
actually have no vertical slant, and the seated customer is 
kept close to the showcase and to the salesman on the 
other side. 

Sussman feels, however, that the most important step 
he has taken to emphasize the distinctively “intimate” 
quality of his store and to further sales, has been the en- 
couragement of a kind of “self-service” attitude on the 
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y part of the customer. The glass has been removed from 
s the wallcases. The attractively rounded display table that 
f juts from one wall is uncovered. All the merchandise that 
y space permits, except for precious jewelry, is made avail- 
g able for customer browsing. Every piece of this mer- 


, chandise is. clearly price-marked with a small gummed 
- sticker on the under-side. 

' In his store, the lay-out clearly invites the customer to 

’ pick up any item for examination. It is felt that the 

i advantages of this practice would be defeated if every 

item were not price-marked. As it is, there is a constant 

, number of sales to people who bring an article to the sales- 


t man and say: “I want this.” The system seems to be 
, particularly ideal for that section of the buying public 
y that is slow-shopping or salesman-shy. 

S A necessary corollary to this kind of shop is quality 
merchandise. It is part of the over-all policy to emphasize 


standard-name and top-brand articles. It is only with 
such a policy, Sussman feels, that a small, familiar store 
can use its space to the most profitable advantage. His 
sales have not suffered at all from limited display facilli- 
ties, which would not have been the case if he had invested 
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in large quantities of off-brand merchandise. 

Sussman is in a position to compare large-store and 
small-store techniques. The store that he owned in Bill- 
ingham, Wash. before the war was 75 feet in width. He 
finds that for a somewhat comparable volume of busi- 
ness, he employs four people in San Mateo, while in Bill- 
ingham he needed a staff of nine. 

“The salesman,” he said, “doesn’t lose control of a 
customer on the other side of the room. He can handle 
two customers at a time.” 

There is, on the face of it, a relative limitation of dis- 
play space, no matter how many ingenious devices are 
used. It was discovered that as business expanded and 
customer demands increased, it was necessary to move 
the four shadow boxes to an overhead position on the 
walls and use the lower areas for banked displays of 
jewelry and silverware. 

(Please turn to page 121) 





Even though a small store, clever design of 
display fixtures and arrangement gives full 
visibility of the merchandise without any 
feeling of cramped space. Below: Extrud- 
ing display table puts gift items out in 
the open to encourage customer browsing. 









A Short Course of Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part IX 


= may be obtained in very large 
sizes and at astronomical prices, if desired. The common 
crystals are small, and the average finished stone will fall 
well under one carat in size. Consequently, it is easy to 
see why the price increases radically with each relatively 
small increase in weight. In this connection it does not 
seem advisable, nor necessary, to attempt to give any 
prices on diamonds. Most retailers are sufficiently familiar 
with selling prices in relation to quality so that it would 
serve no useful purpose to quote additional prices here. 
Industrial diamonds for crushing sell at a few dollars a 
carat; the finest white gems may sell for close to two 
thousand a carat for a single carat stone. The others may 
lie anywhere in between. 

There are few stones that can be confused with dia- 
monds and there is no good reason why anyone should 
be deceived or confused by any of the similar stones, or 
by imitations. The high refractive index of diamond 
makes it impossible to obtain a reading on the refractom- 
eter, hence, this usual means of identification would ap- 
pear to be useless. However, there is a certain advantage 
to knowing that the stone in question has an index higher 
than 1.80. Synthetic white sapphires (1.77) and synthetic 
gvhite spinels (1.73) will give readings with a refractom- 
eter as will all glass: hence, these two white stones are 
eliminated. Only diamond, zircon, titania and diamond 
doublets remain among the white and near-white stones. 
Diamond doublets can be composed either of part dia- 
mond and part some other white stone, or of two dia- 
monds cemented together. These are occasionally re- 
ported in the trade, though they must be rare. Since there 
is no cementing medium approaching diamond in refrac- 
tive index, it seems hard to conceive that the joint between 
the stones would not be detectable as soon as the stone 
was viewed from slightly to the side. The contact between 
the two parts should then appear as a mirror surface. 

It should be recalled now that diamond is singly re- 
fracting. The other two stones, titania and zircon, are 
strongly doubly refracting and can be quickly detected 
on the polariscope as doubly refracting stones. Usually 
the double refraction can be seen by mere loupe examina- 
tion of the stone, the edges of the back facets will appear 
doubled. An interesting but little used test is the “card 
test.” This is a method of confirming double refraction 
by reflecting sunlight from the back facets of the stones, 
out through the table, onto a white card held at a distance 
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by Dr. FREDERICK H. POUGH, Ph.D. 
Curator of Mineralogy and Gemology 
American Museum of Natural History. 


from the stone. It will be readily observed that rainbow- 
colored reflections strike the surface of the card, emanat- 
ing from the interior of the stone. In the case of doubly 
refracting stones each rainbow will have a mate; as the 
card is moved out and in they will spread apart and come 
together (Figure 1). As the stone is moved it will be 


™~ 
tl 
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FROM DOUBLY 
REFRACTIVE STONE 


WHITE CARD — 








Fig. |. Simple card test for confirming double refraction. 


observed that the rainbow pairs move together. This test 
has the disadvantage that sunlight is not always available. 
A recently developed instrument, christened the “spectro- 
sphere,” effectively gives the same information, showing 
the single or paired inner reflections on the surface of a 
frosted hemisphere which surrounds the stone under test. 

One other aspect of diamond testing should also be 
covered, the question of coated stones. This practice will 
occasionally be encountered in single stones; never, of 
course, in a lot of stones from a reputable dealer. From 
time to time one hears stories of light bluish coatings on 
the backs or on the rough girdles of stones, which coun- 

(Please turn to page 102) 
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Diamond Booklet 





to help make sales 





Keep diamond sales Dvenimn say the 3l-page booklet, “The Day 


You Buy a Diamond,” is one of the most helpful and 
interesting selling aids they’ve ever used. It tells the 
7 | story of the diamond’s origin. and significance, gives 
Tie in your sales efforts with the diamond pro- - ery eeu aia di d. Ord 

motions that are working for you. They include: - a a fe — a ea eT 
supply now to use as bill enclosures, and to keep on your 


coming your way 





PUBLICITY in newspapers, magazines, on the radio. — counter to give to prospective customers. 


MOVIES—“‘The Eternal Gem’’—to show in your 
town. Write to Association Films, 347 Madison 
Ave., New York 17, N. Y. 


Cost is $6 per hundred. For your imprint, add $3.50 
for first hundred, and $1.25 for each additional hundred. 





Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 East 45th Street, 
New York 17, New York. 


De Beers Consolidated Mines, Ltd. 
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LECTURES throughout the country. 


DIAMOND SALES MANUAL... Helpful FREE book- 
let, “More Dollars from Diamonds.” Order 
from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th St., 
New York 17, N. Y. 
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IMPORTERS 


DIAMOND 





Among our New Year Resolutions: To continue to 
give our customers the utmost in service and value. To meet 
the challenge of new opportunities. To get acquainted 
with more merchants who recognize that Diamonds 
are the very life-blood of the jewelry business. 
Ask for the full Swirsky & Ehrlich 
story...today. Learn why we are known as — 
“America’s Fastest-Growing Diamond House.” 


WIASHY & EHRLICH 


LOS ANGELES 13, CALIFORNIA 
220 West Fifth Street 
MUtual 3720 - VAndike 3809 


CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-7791 


DALLAS 1, TEXAS 
1802 Main Street 


LOOSE DIAMONDS EXCLUSIVELY PRospect 1041 


ANTWERP, BELGIUM 
62, Rue du Pélican 
296.29 





Princess’ Visit 


Puts Jewelry 
On the Front Page 


x 
iis is still bright with the afterglow 
of the visit of Princess Elizabeth and her husband the 
Duke of Edinburgh. Some of that glow was transposed 
to the United States too, with the flying visit of the royal 
couple to the national capital. 

Short though it may have been, their visit to this coun- 
try certainly put jewelry in the minds of every news- 
paper reader here. In a fashion sense, the Princess herself 
was a gift to the jewelry trade because everywhere she 
went she wore pretty clips, earrings, necklaces of pearls 
by day and of diamonds by night. 

An actual recapitulation of the pieces worn publicly 
indicates that she brought along not less than six lapel 
pins, two all-diamond tiaras, three diamond necklaces, 
three bracelets and bracelet watches, four pairs of ear- 
rings, two necklaces of pearls, and, of course, her jeweled 
orders. Her evening jewels were considered of such im- 
portance that they were included in the official descrip- 
tion of the royal-costume-for-the-day which was posted 
in the press train. Fashion writers are still saying that 
the pretty Princess’ quite evident pleasure in wearing a 
tiara greatly impressed other young women her age, espe- 
cially in Washington. They think it will increase the sale 
of head ornaments for the coming party season. 

Apart from the formal evening jewels, most of the Prin- 
cess’ ornaments were based on long-popular motifs which 
most jewelers have in stock in some form or another—the 


78 


Birks posted ''Grenadier Guards" in authen- 
tic uniforms outside the window of the 
Montreal store where their jeweled coat... 
of-crms was displayed. Below is _ Birks' 
reproduction of the Princess’ personal 
coat-of-arms which was displayed in each 
of the firm's 18 stores across Canada. 


Necklace and earclips in dogwood design, flower 
of British Columbia, ordered by the City of Van- 
couver for presentation to the Princess. Pieces 
are of platinum with emerald leaves and diamonds. 


Platinum cufflinks in 
the dogwood motif were 
presented to the Duke. 
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bowknot brooch, the basket brooch, leaf clips, pearl but- 
ton earrings, diamond blossom earrings, baguette watch 
bracelet, etc. The Princess likes romantic design and me- 
dium size. 

The Canadians like to tell you that their charming 
Princess is a girl of many gifts, and while beauties of the 
spirit are above material comparison, she certainly was a 
girl of many gifts when she sailed for home! 

Ask the mayor of Windsor, Ontario. The city itself came 
forward with something she could slip right onto her 
wrist, a handsome wide gold engraved bracelet. 

As far as gifts for the Princess were concerned (and 
there were many) jewelry took top honors. Most of the 
fine official gifts, such as the gold and diamond maple 
leaf made by Robert Simpson Co. for the city of Toronto, 
were in the jewelry category. 

Of the richly and beautifully executed jewel gifts pre- 
pared for official presentation, the largest number were 
created by Henry birks & Sons, Ltd., in the Birks Craft- 
shop. The winning of such a sheaf of orders from civic 
groups, regiments and provincial governments was an 
honor both to craftsmanship and to sales-diplomacy. 
(Please turn to page 98) 











Clip brooch with the arms of the 
City of Quebec presented to Prin- 
cess was of chased gold and plati- 
num with enameled detailing and 
surmounted by a jeweled coronet. 


Roseleaf tiara made in Paris by Cartier as the Nizam of 
Hyderabad's wedding gift to the Princess. Three diamond 
roses unscrew to form lapel ornaments. Left: The Prin- 
cess wearing the roseleaf tiara is formally greeted at 
Ottawa by the Prime Minister of Canada, Mr. St. Laurent. 

















Clip brooch of the crest of Ontario made 
by Birks and presented by that Province. 
Bear, moose and deer are diamond paved. 


Set of brooch (left) and cuff- 
links (below) for the Princess 
and Duke, given by the City of 
Halifax. Coat-of-arms motif 
was done in two-tone precious 
metals and exquisite enameling. 
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diamonds 













unlimited... 


ba f @ You can confidently count on the House of Winston to precisely 


‘ i : fulfill your stipulated requirements as to weight, quantity, 





' quality and color of the diamonds you need—promptly and 
at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 


ai 


FT 





rare jewels of the world 


fy HARRY WINSTON 


7 EAST Sls: STREET, NEW YORK 









OWNERS AND CUTTERS OF THE SONKER AND VARGAS DIAMONDS 


THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR City. 












Conditions in back country of Bahia are still primitive. 
Orcutt, center, watches native spin cotton into thread. 





There is a graded gravel road far back into the interior, but bridges 
are non-existent. Above is a typical ‘ferry, with one truck capacity, 


A Brazilian Gem Trek .. . 


i ¥ MARKET, to market to buy a pig in a 
poke might be the opening line of this story on Ray Or- 
cutt’s trek to the Brazilian back country—but it would 
have to be qualified to explain that it was a very hand- 
some poke that contained a gorgeous blue, gem-quality 
topaz weighing some 453 grams (2265 carats). 

In between trips to South America, Ray operates Orcutt 
Gem and Jewelry, 1208 W. Burbank Blvd., Burbank, 
Calif., manufacturing and retailing jewelry as well as 
cutting and finishing stones. Prior to opening his own 
shop some two and a half years ago, he was with Horner 
Jewels in nearby Toluca Lake. Orcutt has won several 
awards in faceting competitions and has been a lapidary 
for nine years, starting as a hobby and later switching to 
it as his vocation. He is also a graduate of the Gemologi- 
cal Institute’s course in gemology. 

The story of the purchase of this rough, river-worn 
piece of topaz from the suspicious native who found it 





A small portion of the 41,000 grams 
_ of amethyst crystals purchased by 
| Orcutt on his Brazilian gem trip. 


by BETTY WYATT 


is one of the reasons that gem traders, though gray of 
head, return year after year to the fields. The native who 
brought the stone to Orcutt refused to let it be cut for 
inspection and insisted it be purchased “as is.” The 
chances of feathering that would make the stone worth- 
less could only be guessed. Orcutt wet the stone, held it 
to the sun for as careful an inspection as possible, noted 
one feather, debated and took the chance. The end stlice 
that revealed the perfection of the stone was not made 
until Orcutt returned to his Burbank lapidary. 

This was Orcutt’s second trip to South America to buy 
gems, but his first trek into the back country of Bahia 
to the amethyst mines. 

Like many U. S. buyers, Orcutt went first to the estab- 
lished stone houses in Rio and Sao Paulo but found that 

(Please turn to page 106) 
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On an early trip to Brazil, 
Orcutt purchased this rough 
crystal of aquamarine whic 
was ultimately cut to a 420 
carat gem, pictured below. 
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... with plenty 
to spare ”’ 


Our customers don’t usually write in 
to compliment us for our service. 
Their continued patronage over the 
years is proof enough of their satis- 
faction. But we did receive a letter 
from a new customer who was pleas- 
antly surprised with his first selec- 
tion of Kimberley diamonds. “Your 
shipment arrived so promptly and 
was so well selected that we made 
the sale and a happy customer with 
ease and with plenty to spare.” 


Try us and see. 


GOODS SENT 
ON 
MEMORANDUM 
























Greek pillars suggestive of classic 
elegance, time symbols, and a set- 
ting giving an illusion of depth, 
combine to make effective display. 


Below: stark lines of this display 
broken only by a draped silk scart 
and an unusual background attract 
interest. The modernistic sun-digl 
posters inspire thoughts about Time, 





| Ideas for 


Watches 





Left: simplicity of lines sets off 
to advantage the displayed watches. 
The low, indirect lighting of the 
background gives a horizon effect. 


Below: the decor of this display of 
self-winding watches subtly suggests 
the atomic age—and watches de- 
signed for the era in which we now live. 


a WINDOW DISPLAY IDEAS FOR 
watches is provided by these eye-catching displays of 
Swiss quality watches at the annual Geneva Watch and 
Jewelry Exposition, fashioned by some of Switzerland’s 
most talented window designers. Employed by Swiss 
watch manufacturers, the window experts were challenged 
with the problem of displaying the watches to their best 
advantage in the limited space available. 

The accompanying photographs show some of the more 
striking displays, and illustrate how backgrounds and 
(Please turn to page 123) 
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W2039 
143 dias. $3500 
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Finks STERLING 5 





Small retailers, like Robert W. Sheaff, 
shown standing behind his repair bench, 
participated in the city-wide promotion. 







Fink's window drew heavy attention with 
its collection of antique  time-keepers. 
High-fashion watches were also displayed, 
forming a fine contrast to the antiques. 













Roanoke Goes Jewelry Minded During 
Week-Long ‘Know Your Jeweler’ Campaign 





| F ISN'T very often that 91,089 people are in- all leading quality shops had joined ranks in an effort to 

vited to attend an “open house,” but it did happen in Roa- tell their quality story to the residents of the city. 
noke, Virginia, and the hosts—retail jewelers of the “Star The Roanoke jewelers, like their fellow merchants in 
City of the South”—are well satisfied with the results of similar-sized cities, had found themselves losing sales to 
their community-wide promotion. stores in larger shopping centers. And when the “Know 
This invitation to attend open house was part of the Your Jeweler” promotion was outlined to them by The 
“Know Your Jeweler” campaign conducted by 13 of the Watchmakers of Switzerland, Roanoke’s quality mer- 
city’s retail jewelry outlets, and marked the first time that chants immediately seized the idea “to prove that any- 





Henebry's displayed Wonders of Watchmaking," featur- Modern show windows of Frank L. Moose were devoted 
ing ornate fashion watches and feature timepieces. to a display of watches and gold jewelry accessories. 
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Local jewelers did some effective advertising dur- 
ing the campaign. Below: the pre-promotion plans 
are discussed at an informal gathering of the 
jewelers. Left to right, Leo Henebry, Vic Heiner, 
of Kingoff's, Frank L. Moose, the promotion 
chairman, John McManemin, Watchmakers of 
Switzerland, and Nathan Fink, of Fink's. 


thing which can be bought in big cities can be bought 
in Roanoke.” 

A committee meeting of representative jewelers was 
called, and Frank L. Moose, owner of the store bearing 
his name, was named to act as chairman of the commit- 
tee. Other stores that agreed to participate included Barr 
Bros., Fink’s, Harrison Jewelry Co., Henebry’s, George 
T. Hitch, Kingoff’s, Kirk’s, Rankin Co., Setzler’s, Sheaff’s, 
Tarpley Jewelry Co., and Tinsley’s. 

The committee contacted officials of The Roanoke 
Times, that city’s live-wire daily newspaper, and agreed 
to support a special supplement with sufficient advertising 
to assure an issue that would provide a complete “Know 
Your Jeweler” story. As was the case in the first city- 
wide “Know Your Jeweler” promotion, held in Hartford, 
Connecticut (see JEWELERS CIRCULAR-KEYSTONE, June, 
1951), the cooperating jewelers made plans to devote 
their window displays, radio programs, and daily news- 
paper insertions during the week of October 14, to ex- 
tensive and outstanding jewelry trade offerings. 

The week-long promotion was “kicked off” with a com- 
munity-wide open house, all jewelers playing host in their 
stores to the city’s residents on Monday evening, from 
eight to nine. And prospective customers created store 
traffic in some shops reminiscent of pre-Christmas shop- 
ping crowds, to see the special displays designed by the 
jewelers. 

Some of the stores used their display space for a cross- 
section of fine jewelry, while others devoted their space to 
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special merchandise groupings, such as watches, silver- 
ware or diamonds. For example, Henebry’s, owned by 
Leo Henebry, president of the American National Retail 
Jewelers Association, featured “Wonders of Watchmak- 
ing,” dramatically displayed calendars, chronographs, 
automatics and other special-feature watches. High-fash- 
ion timepieces were also artfully grouped. The world’s 
smallest watch was an added eye-catching feature in the 
display. 

Fink’s windows included a sun dial of 742 B.C., a King 
Alfred Time Candle, circa 900; a 15th Century Clepsydra 
timepiece and a sun dial gun, circa 1650. In addition, 
approximately a half-million dollars’ worth of diamonds 
and diamond jewelry were on display in the window and 
in-store. 

Standard window streamers, ordered by the committee, 
were prominently displayed by each store during the en- 
tire week. 

The Times and its afternoon counterpart, the World 
News, carried daily articles on various outstanding dis- 

(Please turn to page 111) 
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BAUMGOLD BROTHERS 


Creators of the Circle of Light Diamond 


proudly present their 


JAEGERSFONTEIN COLLECT 
(1951 cutting) 


A group of diamonds from the recently re-opened Jaegersfontein 
Mines in South Africa. These gems, in sizes up to 65 carats, are of 
superb quality, are exquisitely cut in all shapes and are character- 


ized by their highly prized Jaeger Blue color. 


To us, the assembling and exhibition of this collection represents 
a dramatic milestone in our fifty-year history spanning three gen- 


erations of diamond cutting. 


BAUMGOLD BROTHERS, INC. 


62 WEST 47TH STREET, NEW YORK 
CHICAGO ¢« DALLAS e¢ LOS ANGELES ¢« TORONTO ¢ MONTREAL 
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Pictures in Gems 
Maintain Steady 








A young woman passerby watches as Hohenstine places new display in window. 


Wars his craftsmanship has reached the 
status of a community institution, a skilled jeweler can 
expect a constantly growing sales volume through the 
years. 

M. D. Hohenstine, Columbus, Ohio, jeweler and Certi- 
fied Gemologist of the American Gem Society, has used a 
modest sized window display continuously for some 25 
years to demonstrate his skill to thousands of central Ohio 
people. Fascinated by Mr. Hohenstine’s craftsmanship, 
many of these folks have turned to his store for their 
diamonds, silverware, and other jewelry items. 

Hohenstine’s store is located in the Neil House Hotel at 
37 South High Street, the most heavily pedestrian traveled 
block along the city’s main busines street. The store, in- 
cidentally, is opposite the state capital building. 

Of course, the audience was there. All the store needed 
was an unusual gimmick to attract attention to its window 
and interior displays. Hohenstine hit upon something 
new. A sure-fire showpiece, a circular area about 20 
inches in diameter, was set in the window. 

What is the trick? 

Well, since 1927 Hohenstine has arranged several thou- 
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Window Audience 


by DON EVANS 





The store fronts on South High St., the heaviest 
traveled block of Columbus’ main business street. 


Hohenstine recently greeted the Spring season by 
"painting" a flowering tree in precious stones. 





sand precious gems in more than 1200 different designs, 
emblems and picture patterns. Each week there is a new 
piece with a little card detailing the number of each type 
of gem it contains. A good many people will testify that 
they never miss a once-a-week look in the window. 

Typical of the displays was the 1255th one shown dur- 
ing the past summer. It depicted a woman swimmer in a 
graceful swan dive. Her body was formed with 259 dia- 
monds, a jet for an eye, and in her suit and cap were 173 
rubies and 59 demantoids. The sparkling stones gave the 
illusion of movement. 

Today, it is just natural for Columbus people to include 
the Hohenstine window in the itinerary of local sites to 
show a visitor. Many a proud young woman has re- 
marked: “This is where my diamond ring came from!” 

Confident in his ability, many people have requested 

(Please turn to page 109) | 
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oh, Aprecaton 


To our customers, old and new, we 
are deeply grateful for their evidence 
of faith and friendship during the 
past year. It demonstrates again that 
Gottlieb standards of value, quality, 
service and integrity have merited a 
nation-wide reputation for unques- 


tioned dependability. 


4 


Now In Our 4th Decade 


5 oe 2 oe DD Ga, Ge © 2 06 bs BB Op © 3 5 er 2 OOP 


DIAMOND IMPORTERS 
55 East Washington Street, Chicago 2 


AMSTERDAM e NEW YORK e ANTWERP 





FOR DECEMBER, 1951 91 

















a 
Jf 
é 
r : % 
» £. 
¥ ‘ e 
FH 4 5 
< 4 n 
> 4 Hi 
: % 4 
fae ; 
1% / 
5 L 
= 7 * . 
“4 
+ 


= ... In the WATCH DEPARTMENT 
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1. Two new sophisticated ladies’ models introduced by 
the Hamilton Watch Co. are the Irma (L) and the Selma 
(R). A gold-filled model featuring a scalloped bezel, 
domed crystal and classic ends, the Irma is priced at 
$66.50. The Selma with bracelet retails at $70.00. 


2. Lady Lace, one of the new I8K gold all-imported Swiss 
ladies’ and men's watches now being offered by Vulcain 
Watch Co. Lady Lace retails for approximately $240. 


3. Newly improved calendar wrist watch straps have been 
brought out by Strap the World, Inc., 661 Broadway, 
N. Y. The date can be set right on the wrist band with a 
simple turn of the finger tips. Prices are as follows: 
$10 per dozen for chrome and $1! for gold plated. 


4. Self-winding “Eterna-Matic Golfer" precision watch 
can be suspended Paris-style from belt ring or tucked 


away casually in a skirt pocket. Designed by Eterna's 
technicians for American women. Price $71.50, F.T.I. 


5. The Mayflower, a glamorous ladies’ bracelet, one of 
several new models being offered by the Benrus Watch 
Co. Yellow gold-filled top. Retails at $7.95, F.T.I. 


6. Elite Watch Case Corp., 150 Varick St., New York, 
has introduced a new series of watch cases embodying 
exclusive styling advances. Wholesalers and importers 
can secure samples and catalog by writing to Elite. 
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The World's Finest — Known the World Over 


Best Wishes to, 


a star-spangled Christmas 


and an Imperial Pearl-Studded ... 





IMPERIAL PEARL SYNDICATE 


World's Largest Importer of World's Finest Cultured Pearls 
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‘Prop’ Inventory 


(From page 70) 


cessories should be chosen either to be purchased or made 
very inexpensively and discarded after one use such as 
cardboard cut-outs, tissue paper ornaments, posters, and 
so forth—or they should be selected for their possibilities 
for re-use. Are they general enough in design to be 
adaptable to a number of kinds of windows such as bells, 
hearts or flowers? Do they lend themselves to refurbish- 
ing and alteration—that is, can they be repainted or re- 
covered or can they be trimmed in varying ways? Papier 
mache bells, for instance, might be more practical than 
plastic, since they could be painted where the plastic 
could not. Are the items so standard that they can be used 
again and again as-is . . . velvet drapes, elevations, glass 
blocks? These are the questions to ask when selecting 
new props. The greater share of your display budget will 
naturally be spent on these semi-permanent and re-usable 
articles. Since the public’s memory is notably short, 
many items can be used several months or a year apart 
without being recognized as “old stuff,” but the entire 
window should not be repeated exactly. 

When new props come in the store they should be listed 
in the inventory record and it is generally a good idea to 
keep the carton or box in which the articles arrived for 
storage. Lengths of fabric such as those used for draping 
should, with the exception of transparent velvet, be kept 
rolled on heavy cardboard rolls or mailing tubes. This 












prevents wrinkling and makes a minimum amount of 
pressing necessary. Incidentally, a pressing iron, prefer. 
ably a.steam iron, should be a part of the display depart. 
ment’s equipment with an ironing board or table to use 
it on. If transparent velvet is purchased in long yardage, it 
will be delivered on racks which hold the fabric by the 
selvage at either end and prevent a crushing of the velvet 
nap. Always keep your velvet on such racks if you have 
them. Otherwise arrange the velvet in folds about a foot 
wide and hang from a trouser or skirt hanger from one 
selvage. 

Ribbon does not seem like an expensive item, but it 
does count up in long lengths and if pressed and rolled 
on bolts, it can be used over and over again. Christmas 
ribbons for tying wreaths, garlands and packages are apt 
to run into quite a bit of money and they can just as 
well be preserved from year to year at a great saving. 

Cheap artificial flowers never look well from the first 
day you buy them and rarely add the desired decorative 
note to any table setting or display. Buy good ones and 
take care of them. They will add beauty to your settings 
and when you have a good collection of various blooms 
and leaves you will rarely need to add to it. Spring blos- 
soms, roses, gardenias, summer garden flowers, autumn 
leaves, poinsettias, and holly can be used over and over 
if they are carefully stored in boxes large enough so that 
the branches and leaves are not crowded and crushed— 
the cartons in which they are delivered or regular florist 
boxes if you have thrown out the cartons. Christmas, 
Easter, Graduation and other once-a-year materials can 
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32 Years of Service to Leading Jewelers 
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be stowed away on the more inaccessible top shelves while 
the more frequently used materials should be stored as 
handily as possible. 

Bells, either the flat cut-out ones as shown in the win- 
dow-of-the-month sketch in this issue or the full round 
ones can be recolored and retrimmed to be school bells, 
wedding bells, Christmas and Easter bells! Colorful com- 
position birds can sound the first note of spring, then 
painted in pastel colors they can be lovebirds cooing over 
a showing of Valentine gifts or engagement rings and 
finally painted white they can deck a showing of wedding 
gift suggestions. A gothic arch carved in wood or painted 
on beaver board, with or without a stained glass window 
can serve for graduation, wedding and Easter showings. 
Small mannikins or head and neck forms that are badly 
marred, can be painted an exotic color or covered with 
tiny leaves or flowers to make a highly unusual prop for 
a special showing. These are just a few of the ways that 
window props can be adapted to many types of displays. 





January being the month of budget review for most 
families after their Christmas buying splurge, one jeweler 
provides free of charge printed “budget blanks” to any 
who want them. Senne is provided for the various neces- 
sary budget expenses such as rent, food, etc., and at the 
end of each month’s page there is space provided for list- 
ing dates of birthdays, anniversaries, etc., of relatives and 
friends. The suggestion is made that gifts of jewelry pur- 
chased from this jeweler will “help keep the budget 
balanced.” 


Sea Diver Aids Watch Promotion 


Recently the San Diego window of. jeweler J. Jessop & 
Sons featured a window display combining .abalone- (a ~ 
tasty mollusk), a diver’s helmet, a tank of water, a news- 
paper story, and watches. Sounds unusual, or a bit fishy, 
doesn’t it? 





Jessop's window display which tied in with newspaper story. 


Well, this was a promotion stunt built around Reg 
Richardson, a fireman whose hobby is diving for the tasty 
abalone so popular on the coast. It seems that Richardson 
is in the habit of wearing a watch, a Rolex, when he 
plunges to depths of 70 to 80 feet. 

Promoted by Richard Jessop, the jeweler, a story about 
Richardson appeared on the front page of the feature 
section of the San Diego Union showing a picture of the 
diver emerging from the sea wearing a watch. The picture 
was later used to tie-in with newspaper advertisements 
and the store’s window display. 
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Building Your Mailing List 

Every experienced jeweler knows that a good mailing 
list is one of the most precious things he can possess. Yet 
even the best mailing list becomes outdated and almost 
useless and must be rebuilt. Such a list should be well 
developed and kept alive through constant pruning and 
constant addition. Here are the sources where jewelers 
may obtain names with which to build a profitable mail- 
ing list. 

1. Membership lists are always good if we pick the 
right organizations which should include our chamber 
of commerce, technical and professional organizations in 
our area, religious and fraternal groups, etc. 

2. Commercial list houses. These concerns, scattered 
all over the country, supply lists for even our own areas; 
lists that can be broken down by specific trades, groups 
or professions to whom we may wish to direct our 
message. 

3. New telephone directories are always a good source 
for names when we want a general over-all mailing list 
or checked closely, can yield specific area lists. 

4. Trade directories. In practically every trade or 
industry a directory is published once a year. Usually 
these can be purchased for only a few dollars. We can 
build reliable names from these directories for use in 
our specific business area as easily as they can be built 
nationally. 

5. Customer lists of other firms always yield good 
prospects for these people are buyers. Customer lists of 





stores and firms in other fields may bring us names which 
we can reach before any other jeweler. In most cases 
swaps can be arranged with such fellow business men to 
mutual profit. 

' 6. City directories. Such directories list the people of 
our city by profession, company, etc., and from these we 
can build much more selective lists than by any general 
mailing. 

7. Utility lists are often available and give a 200d 
roster of worthwhile customers since they will contain a 
large percentage of home owners in our area. 

8. Credit rating books. These cover practically the 
entire business community of any area. Names thus 
secured can be checked against local telephone directories 
for addresses. 

9. Subscription lists of local newspapers. local maga- 
zines or other publications can be obtained where friendly 
relations with such institutions are maintained. 

10. Church rosters are generally available and here 
once again we have a good general list which will not 
have too many “deadhead” names. 

11. Voting lists. State, city, county and village clerks 
or other officials frequently have lists secured from voting 
tax, license, permit, real estate or building records that 
we can use. 

12. Mailing lists themselves can be made to yield good 
additional names for lists; most of our customers will 
cooperate in supplying names and addresses of their 
friends. 

13. Clipping bureaus. News clipping bureaus can pre- 








GUARD RINGS 


in all genuine birthstones 


and in eight different styles. 


Large selection of genuine ruby, 
sapphire and emerald guard 
rings in stock. Also with syn- 
thetic and imitation stones. 
Memorandum Selections gladly submitted. 


Ask for circular 


REPRESENTATIVES 


CHICAGO—Louis N. Rose, 29 East Madison St. 
, MID-WEST—Herman Epstein 


PACIFIC COAST—Slaudt-Cannon Agency 
315 West Fifth St., Los Angeles 
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e DIAMOND PLATINUM 
WEDDING RINGS 


¢ DIAMOND PLATINUM 
DINNER RINGS 


e SINGLE STONE 
ENGAGEMENT RINGS 


New Designs are constantly being added 
to our already vast array of styles. Our 
fine quality craftsmanship speaks for itself. 
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are for us lists of marriages, new arrivals, new business 
firms, organization changes, etc. 

14. School lists are good sources we can use profitably. 
These should be checked most carefully for duplication as 
well as for specific needs we may have At the time. 

15. Subscription and circulation lists. Many trade, 
religious, professional and other group local area maga- 
zines rent or sell all or part of their subscription lists. 

16. Rental offices can provide good lists and also enable 
us to correct our current lists and keep track of move- 
ments in our trade area. 

17. Newspaper carrier boys can readily provide good 
lists from their route books, particularly if we are seeking 
business from a certain section of our community. 

18. If we can do business profitably in rural areas 
post office mailings may be made without specific names. 
An inquiry of our local postmaster on how these bulk 
boxholder mailings are handled for rural routes will 
secure all information to fit our local situation. 

Each of these sources of names for our mailing lists 
will give us fresh, up-to-date lists and reduce to a mini- 
mum the amount of waste in such mailings. Waste, which 
is never profitable, can be reduced to a minimum by 
carefully checking our lists to make sure that the people 
to whom our message is being sent have a specific need 
for the idea and can afford the expenditure. Lists should 
be checked periodically to make certain that names 
thereon are active. No list is a good list unless every 
name thereon is an active possible customer for us. 


Gem Sculpture 


(From page 68) 


It is believed that the Lincoln in sapphire is the first 
successful carving of a gem of this hardness and size. 
Although carved jewels are fairly common in India and 
the near East, no sapphires are believed to have been 
worked this intricately. 

Assisting Mr. Maness in the aesthetic problems of the 
project was Dr. Merrell Gage, sculptor and Lincoln au- 
thority. Dr. Gage is a pupil of Gutzon Borglum who 
created the Lincoln head at Mt. Rushmore. 

The first cutting began on November 7, 1949. Origi- 
nal efforts to carve the sapphire with carborundum proved 
ineffective and diamond grit was substituted. First the 
stone was cut to the general conformity of the head and 
then the very slow work of cutting the features began. 
One fracture which developed in the nose could only be 
corrected by redoing the entire face. Casts were taken 
at various stages of the project for future reference. In 
the final steps of the refining, Maness was using the 
finest of drills and polishing wheels obtainable and hand- 
holding the sapphire to minimize the possibilities of frac- 
ture. The final polishing was completed to everyone’s 
satisfaction on Sept. 20, 1951. 

Following the appearance of the gem at Brock & Co. 
in Los Angeles, it was taken East to Lambert Brothers in 
New York where it played an integral part in the cancer 
fund campaign. 
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Princess’ Visit 
(From page 80) 


Birks of Montreal was headquarters for the work al- 
though not every piece was made there. J. Lovell Baker 
supervised the execution of orders, and Herman Gut- 
knecht acted as chief designer. The latter is a Swiss 
jeweler who has been naturalized as a Canadian. Both 
men make their headquarters in Montreal. 

Canadian platinum, gold, design and workmanship 
were used exclusively, and this point was stressed in the 
presentation speeches and also by the press. 

Birks formed a clever display plan for each of 18 cities 
on the tour route which had Birks branches. They cross 
Canada all the way from Halifax in the east to Vancouver 
in the west. With dignity but well-calculated showman- 
ship, the plan was formed to give every Birks store a win- 
dow display of real “draw” for the day when everybody 
would be in the downtown streets waiting for the royal 
procession. 

Beginning months in advance, Birks gained permission 
from London to reproduce the Princess’ personal coat-of- 
arms. This was done as a plaque about the size of a book 
cover on pierced and engraved solid gold with richly 
colored enamels and appliques of platinum. This plaque 
was then fitted into the top of a sterling silver casket. It 
was decorated with heraldic rosettes of pear and brilliant- 
cut diamonds, golden yellow sapphires, blue sapphires 
and emeralds. The labor amounted to 400 hours. The 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 





crest is valued at $130,000, but it will never be for sale 
lt remains with Birks as a permanent display. 

This work of art was the perfect focal point for the 
royal tour display in each store. Canadian airlines helped 
with prompt shipment of the piece from city to city, Jy 
Toronto, Birks placed red-costumed “Beefeaters” wij) 
their halberds in front of the store to keep the public jy 
line as they passed along and looked in the window, }), 
Toronto, the window display also included a sterling gj]. 
ver cigar box for the Duke and a diamond crest for the 
Princess which Birks had prepared as gifts for Province 
of Ontario. In Montreal, Grenadier Guards in their high 
busbies, stood outside the window displays. 

Some of the more unusual pieces executed by the firm 
for the royal visitors included: 

Crest of the City of Quebec in rubies and gold, mounted 
on a long gold barpin. 

Coat-of-Arms of Ontario, a brooch containing 1] 
rubies, 18 emeralds and 172 diamonds and most delicate 
modeling in platinum. 

Badge of the 48th Highlanders of Toronto, of which the 
Princess is Honorary Colonel-in-Chief, a regiment which 
dates back to Victorian days. Center portion in diamonds, 
rubies and sapphires, snaps out to form a clip. 

Necklace and ear-clips in dogwood design, flower of 
British Columbia, ordered by the city of Vancouver, 
Flowers exquisitely modeled in finest Canadian platinum 
arranged with emerald leaves and diamond festoons, 
Platinum cufflinks in dogwood design for the Duke. 

Sterling silver cigar box engraved with the Duke's 
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It pays to be different! To make his store stand out 
in the minds of shoppers, the keen merchant 
looks for those products which are not found in every 
competitive store. That’s why Herschede 
Chiming Floor Clocks are featured in so many 
outstanding establishments. The distinction; 
the enchanting, authentic chimes; the traditional 
weight action timekeeping of these superb clocks confer 
prestige on the stores that sell them as well 
as on the homes they grace. 
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No. 515 
(illustrated) 
is right at home 
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small room. 
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design. 
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Chimes. 

5 tubular bells. 


Write for 
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notable designs. 








Cathedral Chimes 
on Tubular Bells 





THE JEWELERS’ CIRCULAR-KEYSTONE 











n 








Coat-of-Arms, ordered by the Province of Ontario. 

Crest of the City of Quebec in gold and platinum sur- 
mounted by a jeweled crown. 

A set of jeweled crest for the Princess and engraved 
cufflinks for the Duke, both featuring the Coat-of-Arms 
of the City of Halifax. The Princess’ piece is surmounted 
by acrown holding tiny flowers. The symbols of the in- 
signia, which included a sailorman and a fisherman, were 
particularly suited to cufflinks for the naval Prince. 





Oakland Jeweler Gets Into the Act 


Every community that boasts a garden club stages an 
annual flower show; but in flower-laden California these 
festivals extend far beyond the garden-club set and are 
attended by thousands of home owners and floral en- 
thusiasts. 

Promotion-minded Samuel’s Jeweler’s of Oakland, Cali- 
fornia could not see letting the tremendous public in- 
terest in the 1951 Oakland Flower Show go by the boards 
without taking advantage of the more than 125,000 at- 
tendance . . . so they did something about it. 

Samuel’s, which does a good year-round business in 
dinnerware, took not one, but two booths at the Flower 
Show to feature the dramatic “Flowers of Hawaii’  pat- 
terns designed by Santa Anita Pottery. The dinnerware 
display was backed with matching live flowers flown in 
daily fresh from Hawaii. 

Public reaction to the promotion was so successful that 
Samuel’s reported more than $8,000 in Santa Anita din- 
nerware sales from the booth during the show itself, with 





store sales continuing high immediately following the 
Flower Show. This happened in spite of the fact that 
the Show broke in what is usually considered a slow din- 
nerware season. 

To insure the maximum result from its booth at the 
Flower Show, Samuel’s has kept a window of “Flowers 





Samuel's Jewelers’ booth at the 1951 Oakland Flower Show. 


of Hawaii” on display in the store at 1700 S. Broadway, 
Oakland, each week since the show. ‘The patterns are 
changed each week and various accessory pieces featured 
from time to time. The store reports a very heavy sale 
in these accessory pieces which they feel is directly at- 
tributable at least in part, to the participation in the 
Flower Show and the interest which it engendered. 

Spurred on by the success of this year’s trial effort, 
Samuel’s reports that they will again tie-in with the Oak- 
land Flower Show in 1952 and plans for their booth are 
already under discussion. 
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MEN'S INITIAL JEWELRY 
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DES. PAT. 127721 


A brilliant collection of third dimension initial jewelry for men styled to 
reflect the individual taste. Each piece is hand-wrought of heavy 14 karat gold. 


GOLD BROS. INC. 


MAKERS OF GOLD AND PLATINUM JEWELRY 


7 West 45th Street, New York 19, N. Y. 


Season’s Greetings to All 
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For Over 60 Years 
RACINE has been the 
Foremost Source for 


Dependable TIMERS 























































Write for the new Racine catalog 






of Timers and Chronographs of all 






types—in all price ranges—for 






every industrial and scientific use. 











* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET, NEW YORK 19, N. Y. 
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China and Glass 


(From page 61) 






thinking about the profits which must have motivated 
such a step. And profits are, after all, profits! They cap. 
not be brushed aside by even the most successful retailer. 
whether they result from the sale of a diamond or a se 
of dishes. 

Not to be brushed aside, either, is the fact that the 
many thousands of jewelers who are carrying gift mer. 
chandise—and this category is dominated by china and 
glassware—are totalling more than $153,000,000 a year 
in sales of the ware. 


What, then, of the jeweler who could expand his busi- 
ness to take in china, glass and gifts—and doesn’t? Isnt 
he missing out on something which not only complements 
his silverware, but is a proved profit-builder? Isn’t he 
ignoring a type of merchandise which entices into the 
store that delightful sort of customer who wants to look 
at ash trays and ends up with buying a complete table 
service? 

For, irritating as it may be to the retailer, “just look. 
ing” more often than not is the forerunner of a sale. As 
a matter of fact, it is the way most women do their shop- 
ping for themselves and their homes. Yet in many jewelry 
stores the atmosphere is not conducive to their wandering 
around, examining this bit of merchandise or that, self- 
creating a desire to buy. Diamonds and fine watches are 
tucked away behind glass—as they must be, of course— 
to be brought out for the customer who is already in the 
market for them. 


GIFT DEPARTMENT CREATES SHOPPING MOOD 


But the woman who is hunting for a gift or who merely 
likes to shop around is rarely in the market for a specific 
item. She wants to feel at home in a store, welcome to look 
about at her leisure. And a gift department can easily be 
made to create that atmosphere. 


Dinnerware and table glassware can hardly be classi- 
fied as gift items, even though they are so often se- 
lected as wedding presents. They are a basic commodity 
which can bring a steady revenue into the store. Amd they 
belong in a jewelry store. Displayed side-by-side with 
silverware, and jointly promoted, they offer a unified 
dramatization of the dinner table which, with rare excep- 
tions, is possible in no other type of store. 


The jeweler who takes full advantage of this makes his 
store the focal point for all fine tableware in his com- 
munity. It has been proved over and over again that he 
can draw such business away from the department store, 
whose constant harping on price takes the glamour away 
from its own merchandise. The jeweler’s name on the box 
always adds importance to the commodity within. 


Take time even in busy December to think over these 
possibilities for increased business in 1952. The trade 
show season is just ahead, beginning January 3, with the 
two china and glass shows in Pittsburgh and spreading 
all over the country—Los Angeles, Chicago, New York, 
Dallas, Atlanta, Boston and a dozen other cities. They 
will present a market picture invaluable to the jeweler, 
whether he is an old-timer in the giftware field, or 4 
newcomer. 
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New Profits from Repairs have an efficient repair service, every other step, no matter 
how carefully planned, will be wasted. 
How profitable is your jewelry and watch repair de- ‘Van ian eal . f 
? It may produce small profits, or even health To ee ee 
artment ‘ YP v Jnadione~an! y department that when a piece of jewelry breaks or a 
profits, but does it act as a selling means to bring you watch will not keep good time, they turn first to your 
more new jewelry and watch sales? eae - 
Not all jewelry stores operate repair departments. Bring them in by strong advertising that is kept up 
Those that do usually are satisfied with the small profit continually. 
that repair service itself puts on the books. The depart- 
ment is regarded as a goodwill builder and as a traffic STEP TWO: HAVE THE CUSTOMER COME TO A SALESMAN 
puller. . The reason for this is obvious. If you want to use the 
But few jewelers have made the watch and jewelry offer of repair service as a lever for swinging more sales, 
repair departments of their stores produce a big flow of a trained sales person must do the job. 
real, pr ofitable sales. A repair operation can be one of In many stores, the customer with the broken piece of 
your biggest single business builders, both in the traffic jewelry or broken watch walks to a repair cage, where 
it brings and in the sales it makes possible. he meets either the repair man or a girl clerk who is no 
The trick is to set up your repair operation so that more than an order-taker. 
every step the customer takes, from the time he leaves In other stores, he takes his problem to a regular 
home in answer to your repair advertisement, to the time jewelry salesman, who handles the order for repair work 
he talks to your salesman, leads directly into a sale of a and, in the handling, has the opportunity to offer the 
watch, a necklace, a bracelet, or some piece of new customer a new piece of jewelry or a new watch instead 
jewelry. of a repair job on his old one. 
How can you set up such a repair selling system? What steps should the salesman take when the customer 
Out of the experiences of jewelers who have been suc- approaches him with a jewelry repair job? 
cessful in making their repair departments sell merchan- 
dise, comes a four-point program. The four steps to STEP THREE: SECURE AN IMMEDIATE PRICE APPRAISAL 
repair selling are: Before the salesman can begin to sell, he must have the 
tools with which to do his selling. . 
STEP ONE: ADVERTISE THE REPAIR DEPARTMENT The salesman must up-trade the customer to a purchase 
Unless the customers are constantly reminded that you of a new piece of jewelry without berating the store’s 
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repair work or the customer’s desire to save the piece he 
presently owns. 
How can this be done? 


STEP FOUR: THE SALESMAN'S APPROACH 


A talk which will make the customer see the value of 
buying a new watch or a new piece of jewelry, without 
making him think little of repair service and without 
making him angry with the salesman, might go something 
like this: 

“T’ve just had the word from our repair craftsman, 
Mr. Smith. It will cost you $7.95 for completely repair- 
ing, cleaning and overhauling your watch. That price 
includes a guarantee against a similar mechanical failure 
for one year, and we will adjust your watch without 
charge.” 

Then the salesman tells the customer of a special offer 
which the store is making on a new shipment of watches 
which have just been received. He quotes a trade-in price 
on the old watch and points out that he is saving the 
trade-in price plus the repair costs on the retail price 
of the new watch. He offers to show the customer some 
of the new watches which his store is featuring. 





A card-punching idea has brought extra business to a 
Denver jeweler. Each new customer is offered a courtesy 
card. With each purchase or watch repair, the customer’s 
card is punched. When he has six punches on the card, it 
is worth $1.50 toward the purchase of any item whic 
costs $25 or more. 





Gemology 


(From page 74) 


teracts a yellowish tint in the stone itself. This is usually 
easily detected; boiling the stone in acid to clean it, a. 
is a common practice anyway among diamond cutters, 
will, of course, remove the film without affecting the dia. 
mond. Mounted stones which cannot be so treated cap 
usually be made to reveal some of this coloring by care. 
fully rubbing the girdle with a white cloth, possibly wet 
with alcohol or some other solvent, wrapped around 
needle. Upon unwrapping, a little of the blue tint will be 
noted on the white cloth. 

A recent and more durable coating has been applied 
since the war, using coating techniques developed for the 
plating of thin metal films, or coating lenses to reduce re. 
flection. This coating imparts a bluish cast to the stones 
and is difficult to remove. However, the surface of these 
stones has a peculiar bluish reflection which would at 
once create suspicion in the mind of the jeweler who saw 
them. A number of specific tests for the detection of 
coated stones have been described, but at the present 
time it does not seem likely that they will constitute a 
real threat on the market. Should they become more in- 
portant, some of the solution described in Gubelin’s paper 
can be prepared by a chemical supply house. This particu. 
lar treatment has practical effectiveness only with blue 
zircons and aquamarines. 





1 Gubelin, E. Gems and Gemology, Winter 1949-1950. 














FOR TWO SALESMEN 
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EXCEPTIONAL OPPORTUNITY 


If you aré an aggressive, experienced wholesale jewelry salesman— 
@ If you have a following among independent jewelry stores in either of these 


INDIANA and ILLINOIS 
Or 
VIRGINIA and NORTH and SOUTH CAROLINA 


® If you are interested in becoming a permanent member of a top-notch sales team 
in a top-flight company of long standing (established 1878) - - - 


@ Please send in confidence, complete resume of experience, qualifications, and 


@ If you are the right man, you will sell a franchised, trademarked line that 
includes: Loyalty registered, insured, guaranteed perfect diamonds; FAITH 
guaranteed diamonds and jewelry; nationally advertised FAITH unconditionally 
guaranteed watches, plus most of the major nationally advertised brands of 


Julian G. Schwab, Pres. 


A. G. SCHWAB & SONS, INC. 
Duttenhofer Bldg., Cincinnati 2, oes 
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Diamonds, like many other minerals, sometimes possess 
the quality of fluorescence, a light phenomenon which 
owes its name to the mineral fluorite in which the effect 
is conspicuous. It is the property of glowing with visible 
light when exposed to rays of ultraviolet light. The in- 
candescent glow may be almost any hue, and fluorescent 
minerals are usualy consistently the same in the color of 
their response or at least always fall in a group. Fluorite 
is usually blue, scheelite, a tungsten ore, is usually blue 
to yellow, depending upon how much molybdenum is 
also present. Some diamonds fluoresce blue. This glow 
is not objectionable unless it is so strong that it is visible 
by daylight. Stones of this type are known as “premiers” 
since they were numerous in the Premier Mine in South 
Africa. The bluish tint makes them cloudy, reducing their 
clarity and their fire, concealing their true color, which is 
often not a good white. Premiers are more attractive in an 
artificial light, for they are low in ultraviolet. Weakly flu- 
orescent stones may not reveal this bluishness unless they 
are placed under such an ultraviolet light, but under such 
conditions they may create a false impression of blueness 
when contrasted with a normally whiter, but non-fluores- 


cent stone. 


DIAMOND UNIQUE IN ITS QUALITIES 


To summarize and review the details on diamond prop- 
erties, the diamond deserves its high popularity because 
of its combination of great hardness, clarity, high refrac- 
tive index and strong dispersion. They are judged for 
make, for color, and for their freedom from flaws. Their 
price rises rapidly with each increase in size up to 4 or 
5 carats after which it begins to level off. Unlike rubies, 
they can be obtained in large sizes, and though more 
common than large emeralds, they are in greater demand. 
hence, the price usually remains consistently higher than 
that of the rarer gemstone in comparable qualities. It is 
preeminently the ideal stone for engagement ring use, 
because it has universal acceptance, will take abuse that 
no other stone would survive, and it is inherently beauti- 
ful no matter how it is judged. By tradition, by popu- 
larity, or by plain common-sense practicability, the dia- 
mond is unique and deservedly so. 





Daily Ads Feature Only Two Items 


Daily newspaper ads devoted exclusively to “two top 
gifts for the camera fan,” helped to sell many better 
priced Christmas gifts in the camera department of Brom- 
berg’s, jewelry store in Birmingham, Alabama, during last 
year’s holiday season. Each ad was run daily during De- 
cember and only two items were promoted in one ad. 

Harry Porter, manager of the department, feels that most 
photographic supply advertising aimed at Christmas gift 
buyers is spread over too large an area. By concentrating 
on two items only per day last December, he felt that each 
ad had far better selling quality. A typical ad, for exam- 
ple, offered a Weston Master II exposure meter and an 
Argus “75” camera. Copy below explained the use of 
each piece of equipment, with such notations as “It’s the 
meter most photographers use,” and “No adjustments to 
make.” In this way, two by two, most of the better priced 
photographic gifts carried by the store’s camera depart- 
ment were presented. The result: sales were remarkably 
high per ad release. 
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The GIRARD, 741%,” high, 

and with Westminster 

Chimes, retails for $325 
plus tax. 


The R-953, with West- 
minster Chimes, retails 
for $50 plus tax. 
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A becutiful selection of 


18 SYNTHETIC BIRTHSTONES 


in a handy Sales-Making Box for $28.00 


Selection includes !!1 Sapphires and 7 Spinels in 12x10 m/m Octagon 
—All stones available for SPECIAL ORDERS in any color, size and shape. 
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over a Quarter of a Century. 
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Men’s Jewelry 


(From page 64) 





leeway than in many a season. Tan and pale green shiris 
as well as white, are teamed with carbon brown syjts. 
pearl gray and pale blue shirts are harmonized with car. 
bon blue suits; and soft-misty gray and soft-misty blue 
shirts are shown with carbon gray cuits. There are also 
many finely-striped shirts in lively combinations of tap 
with blue, or green with gray. 

(Collar pins are needed to add smartness to these neg. 
looking collars. French cuffs increase need for a ward. 
robe of cuff links. Color interest should be emphasized 
in every respect with colored stone jewelry.) 

Ties come in dark shades with dramatic splashes of 
color to blend with carbon shades, but the newest trend 
of all is for lively prints in light shades that pick up the 
color composition of both suit and shirt. 

Hats in rich carbon colors have slightly tapered crowns 
and somewhat narrow brims. Although matching bands 
are still popular the newest trick is to give a flip of color 
interest by placing carbon gray bands on hats of all 


shades. 


WIDE SELECTION IN MEN'S JEWELRY 


“Jewelry is indispensable!” says fashion . . . and yet, it 
is a sorry fact that the majority of your customers have 
no idea of the potential scope of a man’s jewelry ward- 
robe. At Christmas time and other occasions during the 
year when jewelry should leap into mind as the most per- 
fect of all gifts, we hear women everywhere lament: “Oh 
dear, it’s so difficult to find a suitable gift for a man!” 

Now, one of the choice secrets of plus merchandising is 
offering a wealth of items—selling-up by suggestion. In 
order to do just that we have listed in a box at the begin- 
ning of this article forty-five different items that come 
under the classification of men’s jewelry. Now is the time 
to educate our customers to the fact that owning a watch 
and cuff links does not provide a man with a complete 
jewelry wardrobe! Gold Brothers in New York City were 
very kind in helping me to put together this list and you'll 
find some intriguing pieces of jewelry included. All of 
the items are available in 14K gold, some houses dupli- 
cate them in silver, and of course there’s an abundant 
choice of attractive jewelry in gold-filled, rolled gold and 
xold-plate for the popular price market. 

There are photographs of some of these smart mascu- 
line jewelry items on other pages of JCK which we hope 
will stimulate your ideas for holiday selling. We have 
not included watches, watch attachments or rings in these 
photographs since manufacturers do such an outstanding 
job of promoting them all year round and you're undoubt- 





| 





edly already pushing them for Christmas. 


PUT SPOTLIGHT ON MAN'S JEWELRY SHOWCASE 


There is one more suggestion I’d like to make for put- 
ting zing into your holiday merchandising of men’ 
jewelry, and that is a special showcase where women can 
see immediately the beautiful assortment of jewelry gifts 
it is possible to give a man. This showcase should be 
placed dramatically in as important a location as space 
permits and given plenty of fashion impetus. There is no 
better way of arousing a women’s interest than through 
the fashion angle and men are in favor of it—more than 
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they will admit! The carbon colors and American lounge 
style details provide ideal background material, and it 
will probably draw a lot of interest if you show a blow-up 
photograph of a man in evening dress and surround him 
with the correct jewelry for formal occasions; another 
photograph for business dress with suitable jewelry; and 
another for sport clothes. Your women customers will be 
grateful to you for giving them these practical sugges- 
tions regarding men’s jewelry, and men will do plenty of 
shopping for themselves in a corner with a masculine 
atmosphere, and with style suggestions presented to them 
in a practical way. 

This is your best selling season, but there are opportu- 
nities to increase sales in every department of every retail 
jewelry store with the right kind of stimulating promo- 
tions. This is especially true in your men’s department 
which is spoken of all too often as being a hopeless dud. 
As an industry, let’s stop talking about the forgotten 
man, and prove it’s still a man’s world—through fashion! 





Institutional Ads Sell Company Name 


One of a series of Gensler-Lee institutional ads is pic- 
tured here, following a trend the company has developed 
during the past years. 

No merchandise is advertised by Gensler-Lee, Calli- 
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fornia diamond specialists. The chain sells only dia- 
monds, and builds the name of Gensler-Lee as the firm 
which sells more diamonds than any other jeweler in the 
West through newspaper advertising of this type, exclu- 
sively, 

Budd Rosenberg, director of advertising, feels that their 
California customers do not want to be sold “merchan- 
dise,” they want to be sold prestige, quality, and good 
taste by a well-established, reliable diamond firm. 





Sales Tip—Avoid exaggeration. The easiest fault of all 
for a salesman to slip into is vivid exaggeration of the 
merits or performance of merchandise when the selling 
argument appears to be lagging. Exaggeration under- 
mines the finest personality. 
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Gem Trek 


(From page 82) 


although cut stones and roughs were in plentiful supply 
throughout the Brazilian market, prices were up consid. 
erably from previous years. This increase, Orcutt feels, 
is due to the heavy buying of colored stones by German 
and French interests. Purchases by these sources have 
been particularly heavy with several record shipments re. 
ported by dealers. The largest dealer in Rio had recently 
completed his biggest sale to date in cut stones to a proxy 
buying through Venezuelan agents. 

As a result of the inflated prices, Orcutt, led on by 
glowing tales of amethyst finds in the back country of 
Bahia near San Francisco that rivaled El Dorado in rich. 
ness, prepared for the trip north and inland. 

A good, graded commercial road links Bahia to Minas 
Geraes, but no public transportation is offered. So, armed 
with bedroll and camping gear, Orcutt hired space on the 
back of one of the north-bound trucks. The vehicles ply. 
ing this trade are of all sizes, age, and description, truck. 
ing canned goods and freight north to the frontier and 
returning with raw materials, tobacco, etc. The truckers 
are usually independent operators who own their own ve. 
hicle and are considered capitalists and above mere driv. 
ing. This leads to a lively alternative whereby the trucker 
hires a young boy or boys to do the actual driving while 
he does the directing. Since owner and driver occupied 
the cab of the truck, this left Orcutt the open tail gate for 
accommodations, back with the freight. 


NO OVERNIGHT ACCOMMODATIONS 


Naturally, restaurants and overnight facilities are un- 
known on these roads so the men cooked their own food, 
and nightly accommodations consisted of pulling over to 
the side of the road and crawling into a sleeping bag. 
Once at the roads-end but not at his destination, it was 
necessary for Orcutt to hire mules and guides to take him 
into the actual area of the mines. 

The mountainous trails into the amethyst areas are pass- 
able only two months of the year. Floods, slides, and 
clay make them impossible for the balance of the year. 

The mines of the area to which Orcutt went are not 
commercially operated by outside interests but are worked 
by the individual Indians of the area. These natives have 
had little contact with the white man’s commercialism, 
but that little has made them highly suspicious. Although 
they have no way of knowing or evaluating the worth of 
the rough amethysts and crystals they find, they have de- 
veloped a sales technique. Paper money is, of course, com- 
pletely worthless in this country. Hard coin and barter 
are the mediums of exchange. The Indian, if he is willing 
to sell his amethysts (and some are not) will set a figure 
two or three hundred times what he conceives the mate- 
rial to be worth and then must be worked down by slow 
dickering. They have also learned to sell only by lots. 
Thus, in order to get some particularly promising crystal, 
the entire lot of stones which will contain much low grade 
material, must be purchased. In spite of these handicaps, 
Orcutt reported he purchased 41,000 grams of amethyst 
in this area. 

This same territory was found to be very rich in single 
quartz crystals, and several very fine specimens were 
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brought out. Only a limited quantity could be carried due 
to the limitations of packing out by mule back. 

The material found in this country is not of a surface 
nature but is worked from pit mines. The much-fabled 
areas where amethysts and citrine are scattered about the 


fields and waiting to be gathered were long ago exhausted, : 


‘f indeed they ever existed. 


Once out to civilization at the roads-end, Orcutt had to | 
wait three days before he could locate a south-bound truck | 


'o haul both the gem material and himself back to the | 
Coast. His host for the trip south was a young fellow | 
with a brand new Chevy truck which was such a source | 
of pride to him that he drove it himself. He not only | 
welcomed Orcutt into the cab but arranged for the ship- | 
ment of stones to ride through as part of his own freight, | 


thus enabling Orcutt to skip one out of every three border 
inspection “tips.” 

Although this year’s trip was particularly good for 
amethyst and citrine, it does not hold that this same con- 
dition will apply each season. The material from each 


area varies considerably each year and some times two or | 


three years will pass with no gem brown quartz on the 
market. 


To offset this condition and insure buyers in the mar- | 
ket, the Rio dealers will buy and stock stones even in a | 


free season to hold against the inevitable lull. The prob- 
lem is further aggravated by the fact that pigmatite areas 
5 y ple 
. ° ° r 
are not opening in new sections. The gem stones now 


coming out are by-products of mining for other products, | 
usually chemicals, and are strictly incidental to the mine 


operators. 

The Brazilian Gem Institute has taken great strides in 
improving the quality of cut gem material now coming 
out. As jewelers here demand better cutting in stones 


Post-Holiday Goodwill Display 


"Tis now after Christmas, your work is all done; your journey’s all 
ended; a year's sleep begun. Old Santa again thanks you for answering 
his call. Good night little helpers, sweet dreams to you all,” 


Thus ran the message in this interesting and most unusual post- 


Christmas window at Alexander's Jewe!ry, Salem, Oregon, following | 
last year's holiday season. Grouped in the foreground was a small | 
figure of Santa asleep in his chair; his reindeer asleep on a pillow | 


and covered by a small baby blanket; his sleigh with his empty 
bag draped over it, and sprinkled around, small ceramic figurines 
of his little helpers, the elves, in various postures of repose. No 
merchandise of any kind was displayed. 


This display most certainly put over the feeling of relaxation after | 
the Christmas rush. Not designed to sell any of the jeweler's wares, | 
the display undoubtedly promoted a lot of goodwill from the many | 


people who saw it. 
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| 
and the market becomes more competitive this program | 


will be expanded, Orcutt believes. The principal handi- | 
cap today is not the lack of cutters, he points out, be- | 
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”” Gisher 


For this season’s army of basketball 


players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 














a NEW stock of 
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at new low prices 


e NECKLACES 
All Sizes and Grades From 
$15 to $5,000, Keystone 


Memorandum selections sent on request 


e LOOSE PEARLS 
From 3 to 10MM., All Qualities 


¢ CULTURED PEARL JEWELRY 
1/20—12K gold filled; smartly 
styled to retail from $5 to $25. 


Orders accepted from wholesalers, job- 
bers, manufacturers and importers. 


Immediate delivery from one of the largest 
and most complete stocks in the country. © 


NEPTUNE 


CULTURED PEARL SYNDICATE 
550 FIFTH AVE., N. Y. 17 Plaza 7-0769 
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cause there are many German exiles now there who ar 
capable of the finest work, but rather with outmoded oa 
worn-out equipment. Orcutt feels that if Brazil installed 
modern equipment in her laps today, she could flood the 
market with excellently cut stones. At present the old 
equipment in use means rounded facets and loss of fire $0 
the gems often suffer needlessly. 

As a defense against synthetics, Rio has made it illegal 
to sell synthetic stones. This is a great protection to the 
tourists as well as to the gem miners. Orcutt reports that 
all of the better stones which he saw were set in platinum 
and prices to the tourist run about the same as current 
New York retail. 

The only way apparently to offset this price resistance 
even in the stone centers was to adopt the back-country 
method of buying in lots. As Orcutt puts it, “When you 
buy one stone or a few, the dealer says to himself ‘tourists’ 
and up goes the price—you're going to get it. You must 
buy in quantity even from the dealers.” 

One phase of the domestic diamond market that most 
interested Orcutt was the fervor among the Brazilians 
themselves for fancies. Most Brazilian diamonds are of. 
color, but they have local acceptance and bring good 
prices, being preferred by many to the whites. Orcutt 
pointed out that they brought far better prices in their 
domestic market than they could ever hope to bring in 
export. 





A Simple Twist Boosts Ring Sales 


How effectively a simple change in traditional display 
policies may increase sales in a specific jewelry item was 
well demonstrated recently at Gabriel’s, Mobile, Ala., 
when jeweler Phil Gabriel split up men’s and women’s 
birthstone rings into separate Cases. 

The Alabama jeweler hit upon this idea when he no- 
ticed that frequently women buy a birthstone ring for a 
husband or male relative and then browse elsewhere in 
the store for still another gift. The same was true for 
men shoppers. 

Accordingly, men’s and women’s birthstone rings have 
been split into separate cases, on opposite sides of the 
store, at Gabriel’s. Neat trays of birthstone rings in each 
case are accompanied by logical gift choices, carefully 
selected for “parallel display.” The men’s birthstone ring 
case, for instance, has only a six-inch strip down the 
length of the countercase to show all of the ring styles, 
classified by months. At the rear of the case are other 
men’s gift suggestions, including cuff links, tie pins, belt 
buckles, money clips, cigarette cases, lighters, stickpins, 
and others. Similarly, the women’s ring display also fea- 
tures a variety of costume jewelry, dinner rings, earrings, 
brooches, clips, barrettes, etc. 

The switch has worked out well, according to Mr. 
Gabriel. “Not only does the separated display help to 
make second sales over and above the birthstone rings, 
but frequently we are able to sell a piece of costume 
jewelry, for example, to a customer who is not parti 
cularly taken by any of the birthstone rings. Since it re- 
quires no effort on the part of the customer, such as mov- 
ing from one case to another and refocusing attention om 
another display, there is less sales resistance. In this 
way we complete far more sales with the split presenta 
tion than was possible before.” 
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Pictures in Gems 


(From page 90) 


Hohenstine to create a special jewelry piece. As a result, 
he has become recognized as perhaps the city’s foremost 
diamond dealer and jewelry craftsman. 

The interior of the store reflects the theme of “home of 
skill.” Merchandise is displayed in wall and floor cases 
that combine the finest in glass and lighting. Goods are 
precisely laid out as a soldier would present his gear for 
detailed inspection. An air of friendliness also pervades 
the store. 

“And why not?” asks Hohenstine. “This is a friendly 
business that is good to you.” 

A champion of civic enterprises, he has saluted many 
organizations by creating their emblem or trademark in 
his window art. Dozens of letters of appreciation are 
proof of the friendships he has gained. 

After more than two decades of “painting” with gems, 
Hohenstine has a sizable inventory of stones to be used in 
his designs. He lists 536 diamonds, 800 blue sapphires, 
600 rubies, 400 garnets (red), 400 demantoid (green), 
400 Hessonite (brown), 200 turquoise, 700 jet, 700 mar- 
casite, 200 black chalcedony, 200 sardonyx, 300 citrine 
(topaz quartz), 300 amethyst, 500 half pearls, 150 blue 
zircons and 100 spinel. 

There are also a lesser number of brown zircons, carved 
coral and chalcedony, azurite, malachite, moss agate, opal, 
lapis lazuli, peridot, bloodstone, tourmaline, moonstone 
and cameos. 











Working from a rough sketch, Hohenstine works from 
two to six hours to “paint” with gems. His tools are a 
pair of tweezers and special set of magnifying glasses. 
The designs are displayed on a white background encir- 
cled with a bronze rim bearing his name and the fact that 
he is a certified gemologist of the American Gem Society 
and a registered jeweler. 

The store was opened by Hohenstine in 1916 on $500 
in capital after his former music and jewelry store em- 
ployer retired from business. He moved his rapidly grow- 
ing store to its present location in 1926. He now employs 
seven people, among whom are William Davis, a regis- 
tered jeweler, and Sue Dietrich, who will soon be reg- 
istered. 

Really, there is nothing to it. Take a little ingenuity, 
add craftsmanship, and you come up with the Hohenstine 
success formula. 





Correction, Please! 


In the chart accompanying the article on page 89 in 
the November, 1951, issue—“How Much Volume Per 
Employee?”—the average sales per store in the last two 
classifications were, through a typographical error, off 
by one decimal place. 

The correct average sales per store for these two 
classifications are as follows: 

Stores with 50 to 99 employees—Average sales per 
store, $1,007,603. 

Stores with 100 or more employees—Average sales per 


store, $2,112,466. 
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Our many years of ex- 
perience in purchas- 
ing, restoring and 
reproducing antique , 

jewelry, has gained for us the reputation of “The 
Antique Jewelry House.” 

All work is completed in our own workshop. 


¢ Memos to rated jewelers . | 
¢ Estates Purchased | 
¢ Special Order Work 


0. Schneider 


manufacturing jewelers and 
traders in antique jewelry 


74 West 46 St. New York 19, N. Y. 
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‘Shut-in’ Contest Wins Friends 


Several months after Lee Jewelers made its 1949 dehy 
in Birmingham, Alabama, Sidney Goldstein, co-owner ang 
manager, decided to get his store some needed publicity, 
He announced in a local newspaper ad that Lee Jewelers 
would award a television set to an individual shut-in o; 
institution. 








Television set is awarded to 15-year old Arthur Murphree, who won 
the third popularity contest for shut-ins. Sidney Goldstein, co-owner 
and manager of Lee Jewelers, is at right. 


Mr. Goldstein obtained the cooperation of the Sunshine 
Shut-In Club which acted as co-sponsors of the competi- 
tion. In order for a “shut-in” (a person who is confined 
to his home) or institution to be eligible to receive the 
TV set, voters were required to visit the store and register 
the name of the individual or institution. “No purchase 
is necessary,” newspaper ads read. “The person or insti- 
tution receiving the greatest number of registrations 
will receive the free television set.” 

The Birmingham Sunshine Shut-In Club, Mr. Gold- 
stein explains, is an organization which devotes itself to 
working for shut-ins. It was anxious to act as co-sponsors 
since the event was in line with its work and would give 
publicity to the organization. From his own standpoint 
he adds that he wanted the cooperation of the organiza- 
tion for the non-commercial aspects it would lend to the 
promotion. 

The competition caught on like wildfire with announce- 
ments of it being made in churches, club and organiza- 
tion meetings, and schools. News stories on the event ap- 
peared in high school papers and neighborhood weeklies. 
Large groups sought out deserving shut-ins and backed 
them by encouraging as many people as possible to vote 
for certain individuals. 

The store kept a mast registration list posted for the 
duration of the contest to show the names of persons re- 
ceiving votes. 

Each registrant voted on a regulation mimeographed 
form available only at the store. On it was space for the 
shut-in candidate, plus the name and address of the voter. 
Thus, Goldstein built up a valuable mailing list which 
he used subsequently for sending printed mailing pieces 
before peak buying seasons such as Christmas, Easter, 
Mother’s Day, etc. 

Judging from the number of persons who came into the 
store on the strength of the contest stunt and from the 
number of future sales, Goldstein says that the small an- 
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nouncement ad, plus the momentum created by word-of- 
mouth advertising, was the equal in pulling power to ten 
full pages of newspaper advertising. | 

So successful was the first contest for shut-ins, that 
Goldstein followed it up with two more in 1950. 

“During these contests, many people would just come in 
to the store merely to compliment us,” he stated. 

During the 1950 Christmas season, many customers 
making their first purchases at Lee Jewelers referred to 
the first contest in 1949 and added they wished to deal at 


this type of store. 





Know Your Jeweler 
(From page 88) 


plays. This continuing publicity kept the promotion in 
front of the Roanoke public throughout the week. In ad- 
dition to the special supplement, the various individual 
jewelers took advertising display space in the two news- 
papers to tell the story of their offerings. 

The administration of the city of Roanoke was quick to 
recognize the importance of the promotion, and Mayor 
A. R. Minton issued the following proclamation: 

“Whereas, the Jewelers of Roanoke have for many 
years conducted their business upon such a high ethical 
plane and have established such high professional stand- 
ards as to win recognition for Roanoke as the center of 
the jewelry trade for the entire western section of Vir- 
ginia, and parts of other states, and 

“Whereas, these friendly merchants have always been 
among the leaders in every civic enterprise, giving most 
generously of their time and substance to every project 
looking to the betterment of their city and ours, 

“Therefore, in recognition of the services rendered this 
community, by the member firms of the Roanoke Jewel- 
ers’ Association and in testimony to the high regard in 
which they are held by their fellow citizens of Roanoke, 
I hereby proclaim the week of October 14 to 20 to be 
Know Your Jeweler Week in Roanoke.” 

Like all institutional promotions, success of the Roanoke 
“Know Your Jeweler” campaign cannot be measured in 
dollars and cents. But, according to participating retailers, 
it will ultimately pay off in good will and consumer con- 
tacts. As one jeweler remarked: “It definitely brought 
prospective customers into the store.” 

Another summed up the results when he stated: 

“It not only built store prestige . . . it made the public 
more jewelry minded.” 

And not to be overlooked is the fact that as a result of 
the cooperative effort, the Roanoke Retail Jewelers Asso- 
ciation has been formed. That, in itself, is a dividend that 
made the promotion worthwhile. 





‘Orchids to You’ Promotes New Store 


When Lee Jewelers made its debut in Birmingham, Ala- 
bama, co-owner Sidney Goldstein decided to get things 
rolling fast. He devised an opening day stunt that caused 
quite a stir. About 500 attractively boxed orchids were 
delivered by Western Union to feminine office workers in 
Birmingham, one to an office. When the rest of the office 
staff gathered to see the mysterious gift, delivered so excit- 
ingly, each person saw not only the flower but the name 
of the sender—Lee Jewelers—on the enclosed gift card. 
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IS A BIG SELLER IN OUR STORE” 


“Such rich finery as featured in 
this ad is the reason our Jade 
sales are rising steadily. 
“Through Art-Craft’s complete 
Jade selection, we are selling a 
generous volume of Jade 
jewelry, both over the counter 
and through mail-order. 


“This season we expect to reach 
an all time high in Jade sales.” 





Wm. P. Kendrick, Pres. 
Kendrick Jewelers Ine. 
Touisville, Kentucky 
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Diamond - stone 

Broach, elegantly hand 
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Fine Imperial Jade drops 
in 14K Gold mounting. 
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14K Gold Jade Pendant and 
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Gold setting. 
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ART-CRAFT JEWELRY CO. 


America's leading Manufacturer of Jade Jewelry 
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27 Diamond 


Bridal Set 
+B88—FULL 
CUT CENTER 
26 fine, white 
matched 
diamonds 


cost $45.50 


LERAER 


305 East 47th Street 
New York 17, N. Y. 
MUrray Hill 8-2750 


+B77—FULL 
CUT CENTER 
18 fine, white 
matched 
diamonds 


$37.50 


FREE MATS 
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JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


W' rite tor tull particulars 


CHINESE JADE CORP. 
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The Book Shelf 


Heraldic Designs : 


Heraldic Designs and Engravings, by J. M. Bergling and 
A. Tuston Hay. Published by V. C. Bergling, Coral Gable, 
Florida. 92 Pages, about 2000 illustrations, glossary. Sent post. 
paid for $10.00, from Book Department, Jewelers’ Circular. 
Keystone, 100 E. 42nd St., New York 17, N. Y. 

To the uninitiated “Heraldry” is a word that rings the 
bell, so to speak, but fails to evoke any intelligible 4. 
sponse. For this and other reasons, the authors of the 
revised and enlarged 1951 edition of Heraldic Designs 
and Engravings have attempted, in their own words, “to 
present Heraldry to the beginner in as interesting and con. 
cise form as possible.” 


In case you are looking for a definition—don’t bother 
going to the dictionary, it will prove unrewarding— 
Heraldry, defined by Sir Francis J. Grant, is “The science 
which teaches us how to blazon or describe in proper 
terms armorial bearings and their accessories.” 


A brief but interesting background of Heraldry is pro- 
vided by the authors. It stems as far back as ancient 
times. The office of the Herald is mentioned by Homer in 
the /liad and recurs continuously throughout the annals 
of history. 


The book’s slim 92-pages are packed with information 
set down in simple, clear prose which is complemented by 
some 2000 illustrations of armorial bearings. We believe 
that Heraldic Designs and Engravings may prove of value 
to those who have occasion to use heraldic devices in their 
work. It is an informative handbook that is a reference 
library in itself and should meet the demands of design- 
ers, engravers, artists, and all art dealers. It will also 
appeal to those who have that happy inclination to investi- 
gate all provinces of knowledge. 





Clock and Watch Bibliography 


Clocks & Watches: An Historical Bibliography, by G. H. 
Baillie with foreword by Sir Harold Spencer-Jones, F.R.S. 
Astronomer Royal (England). Published by N. A. G. Press Ltd. 
London, England. Distribution in U.S.A. by Henry Paulson & 
Company, 131 S. Wabash Ave., Chicago 3, Ill. Sent postpaid 
anywhere in U.S.A. by Book Department, Jewelers’ Circular- 
Keystone, 100 E. 42nd St., New York 17, N. Y., for $10.00. 





To anyone who is familiar with the present-day litera- 
ture of horology, the fact that this book is the work of 
Mr. Granville H. Baillie, will make of its publication a 
very outstanding event in this field. Mr. Baillie gave us 
his monumental Watchmakers and Clockmakers of the 
World and the sumptuous companion-volume Watches, 
in 1928, in “The Connoisseurs Library” of the London 
publishers Methuen & Co. Much other work of his has 
appeared in periodical articles during the past quarter- 
century. All-told, his writings have established for Mr. 
Baillie a position of the highest authority as a historian 
of horology. He is one more example of an eminent en- 
gineer performing herculean labors, perhaps mainly for 
the love of the subject, in the field in which so many of 
our readers work for their living. 

If this book were a bibliography merely in the sense of 
being a chronological list of books on timepieces, etc., 
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we probably would not feel particular enthusiasm for it, 
even if it could be praised for qualities like fullness or 
accuracy. But besides the comprehensiveness that is to 
he assumed in a book-list by a scholar like Mr. Baillie, 
his professional knowledge of mechanisms is used freely 
‘n adding critical notes, well-chosen quotations and illus- 
trations from many of the items listed, thus giving his 
book the nature of a very erudite history of the evolution 
of the mechanism of timepieces; a history that is tied in 
with source materials that would be otherwise quite in- 
accessible to students. The author’s knowledge of ancient 
as well as modern languages has made it possible for 
him to use and give readers the benefit of many a docu- 
ment of high value, that had otherwise remained in 
oblivion. 

The first item in the book describes a manuscript that 
Mr. Baillie found in the British Museum, dated 1344, 
written in ancient Norman-French, about a clock then in 
St. Paul’s Cathedral in London. Then on down the cen- 
turies, in chronological order, describing and commenting 
on over one thousand books, manuscripts, and pamphlets, 
closing with Thomas Mudge, Jr.’s, book of 1799, in which 
is described his father’s invention of the lever escape- 
ment, which became the one used in the watches of today, 
and that is, as far as can be seen, the escapement for the 
portable timepieces of the future. 


Clocks and Watches covers 427 pages, with 120 illus- 


trations. There are two indexes, occupying 45 pages; a 
name-index and a subject-index, which make items in the 
vast contents of the book easy to find, and to follow any 
chosen subject of study throughout; a feature very help- 
ful toward realizing all of the pleasure that is possible out 
of this unique work. In the foreword, Sir Harold Spencer- 
Jones, Astronomer Royal, truly says of the book: “I have 
personally found it fascinating; the book can be opened 
at random and it is almost certain that something of inter- 
est will be found. Mr. Baillie has put all who are inter- 
ested in horology in his debt.” 





Display Increases Watch-Crystal Sales 


Despite the fact that it is one of the most commonplace 
and basic services of the store, watch-crystal merchandis- 
ing can be made far more profitable, and sales increased, 
through a bit of practical promotion. 

At Lee Jewelers, Denver, Colo., this takes the form of 
a velvet-covered display panel, 10 x 20 inches, on which 
are shown the 14 different types of watch-crystals avail- 
able through the repair department. The price of each 
type of crystal is given on a small tag, immediately below 
the sample, ranging from $1 to $3.50. 

Under the store’s suggestive selling system, every cus- 
tomer at the watch repair department, no matter what 
his business may be, is handed the velvet-covered panel 
and invited to look it over while his watch is checked or 
his claim check filled out. The panel is self-explanatory 
and handing it to a customer is an effective invitation to 
replace a scratched or worn out crystal. 

This display, when actually placed in the customer’s 
hands, dramatically illustrates to watch owners a variety 
of watch-crystal forms which many did not know existed. 

This “silent salesman” not only increased the total num- 
her of watch-crystal sales but boosted the unit price until 
80 per cent of the sales were in the $2 to $3 bracket. 
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Our wish for you. . 


may the peaceful Yuletide spirit 
with its joys and good cheer 
remain with you always 


throughout the new year 
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Small Space Program 
Builds Baby Goods 


Into Important Volume =. 









A well-planned advertising program keeps pace with the 






increasing birth rate of a New England manufacturing city 






and boosts baby jewelry and silver volume each year. 







The firm's ads always appear in a preferred 
position and the copy features specific mer- 
chandise of the well known manufacturers. 






































F OR the past decade, Samuels, retail jewel- 
ers, Woonsocket, R. I., has chalked up a steady annual 
average sales increase on baby jewelry and silver items. 
Development of the department started 26 years ago 


by MILDRED SULLIVAN 





when Samuel Kamoroff opened the store. And with the back page. It seemed to me that a reasonable percentage 
rapid increase in the birth rate, the business has in- of other readers would follow the same practice. So | 
creased at a faster rate and has become an important part signed a contract for the preferred position and I call it 
of the store’s annual sales volume. about the best investment I ever made. 

This volume is of importance since the store is located “Copy features specific items of merchandise with 
in a textile city of about 45,000 population. Employment prices and emphasizes the names of well known manufac- 
tempo is uncertain and pay envelopes are not as large as turers. I plan to tie in all the brand names featured in the 
for many cities of the same size. The city’s industries are department, but especially those that do the largest 
not diversified at all and, when the textile industry is amount of advertising. The more consumer advertising 4 
slow, retail business is sharply affected. manufacturer does, the more profitable it is for me to 

“Advertising has been the big factor in developing this emphasize his name and effect a local tie-in with my 
business,” explains Kamoroff, vice-president and general store.” 
manager. “Baby items are featured exclusively in copy Another big factor at Samuels is that of window and 
about 40 weeks of the year. If I were to drop this adver- interior displays. A part of one front window has been 
tising, my business would fall right off. Advertising has permanently devoted to baby jewelry. The display is 
built it; advertising keeps it growing; there is no such changed often and every window change brings in busi- 
thing as using advertising to build a business, then coast- ness. Kamoroff finds that people know he sells baby 
ing along on the effects of past advertising. I pay rent jewelry but they must be reminded continuously. As a 
every day; I do business every day; and I must advertise result, every item in the entire line gets a turn in the 
every day. window, with the fastest sellers getting the most space. 

“I generally use newspaper ads of one column width As a tie-in between the window display and the news- 
by six inches deep but frequently use space of 4, 5 or 6 paper advertising, each newspaper ad on baby items is 
columns. I pay a 50 per cent premium to secure the left clipped and fastened to the inside of the window with 
position on the back page. It is a preferred position that invisible tape. It lends emphasis to the window display 
pays off. My ad is always in the same place, and people and increases the general coverage of the newspaper 
tell me they look for it. advertising. It serves as a good follow-up and marks the 

“When I started this store, and formulated my plans store. Samuels is located on the city’s main shopping 
for advertising, I analyzed my own reading habits. The street, and these displays get plenty of attention. 
first thing I read is the front page, then switch to the (Please turn to page 122) 
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THEY RE READY TO BUY! 
HEY LL BE PRE-SOLD! 


Will they be your customers? 








Thousands of high-income families all over the country, now in the market for new 
tableware and accessories, will be pre-sold by January House Beautiful—pre-sold on 
the fresh approach of its editorial presentations to family dining or entertaining . . . 
pre-sold on the top-quality products displayed on its advertising pages! Will you be 
one of the alert retailers who capture their business ? 


You can be, if you plan now ... if you make House Beautiful’s authoritative picturiza- 
tions of American Style living a prominent part of your local program. Plan now, 
for example, to feature table settings that will tie in with the informality of the new 
“living kitchen”, as presented in the January issue (see photograph and caption). Pro- 
mote the fact that you are selling leading brands “as advertised in House Beautiful”. If 
you follow those simple suggestions, you'll find the same best-customer families who 
turn to House Beautiful as a buying guide also turning to you! 





Plan MICU to build profitable point-of-sale promotions 
around the ideas you'll find in these helpful trade messages from 
typical best-sellers in the January issue. . . 


Once again the GORHAM Company, America’s lead- 
ing silversmith announces its annual special order 
service. Over 200 Gorham patterns classics will be 
available for extra sterling silver flatware business 
from January first to February fifteenth. Make sure 
you exploit to the fullest your own customer poten- 
tial for this Gorham special order service to give your 
sales a lift. 
e + 6 


TAPERLITE — most widely known nationally-adver- 
tised name in dinner candles — always a fast seller. 
Fifteen stock colors based on Rahr national survey of 
consumer preferences. Four popular lengths — 10, 12, 
15 and 18. Full selection of display pieces, consumer 
ad tie-ins available. Two-Pack cello-wrapped package 
lowers sales cost, makes eye-catching displays. 


8 ’ * 
RUSSEL WRIGHT—AMERICAN MODERN features 


new dinnerware shapes in the January House Beautiful. 
These pieces save table space, keep foods warm, re- 





duce kitchen trips. Prices amazingly low, retailers can 
sell them as indispensable additions to an American 
Modern dinnerware service, as a start of the service, 


“You can enjoy the warmth and intimacy 
of dining in the kitchen without sacrificing 





or as individual gifts. any of the amenities,” says January House 
Beautiful. “For today’s kitchens are dec- 


Plou WICH to gain the confidence of prospective customers orated with the same care once lavished 


, hei ’ , , on formal dining rooms.” The photograph 
by using House Beautiful’s prestige in your displays and local adver- reproduced here appears in full color in 


tising. Send today for free “Right from House Beautiful” counter =“ forthcoming issue as an outstanding 
example of this new, widespread American 


and window cards... for free tie-in newspaper mats. informality. 
gan meReOeerlUlUUEUCUCUCUC UCU UcEOCUlUlCUUOCUlUlC UCU UUCCUlUC UCCUlC UCU UCC OUUTUllUCUUOUeSUTrlUC ceELlUCceeclUCUCemecrlUCceeclUCCceaecrlUCceeellClCceellCceerllCcerlCceerlUCceellCeeellCC reel eel eellClCUeeelCU eel 


For display cards, mounted with advertisements you want to feature, check any or all of the products below (pre- 
ceded by a number), which are advertised in the January issue. For a mat, in which product names can easily be 
inserted, check the square indicated. Fill in your name and mailing address, mail to: Merchandising Division, House 
Beautiful Magazine, 572 Madison Avenue, New York 22, N. Y. 


g 

: 

l 

' 

; 

, 27. GORHAM STERLING FLATWARE 

* B. LOWE WATCHES WANTED 

| | * ROSE SMELTING JEWELRY WANTED 

,  * RUSSEL WRIGHT AMERICAN MODERN 
CHINA data 

i $$ * SUNSHINE GREETING CARDS 

, 28. WEDGEWOOD CHINA ADDRESS 

' 29. WILL & BAUMER TAPERLITE CANDLES 

' 

i 

= 


* No counter card available. CITY 














[| “Seen in House Beautiful” Mat. JCK JAN 


FoR DECEMBER, 1951 115 























gerne tenet eia oe 


/ WHEY'RE ' 


NE UW 





ae Mies « Wiehe og 
ie 2 Sry erreeuerrnytite® 


“yr 


* 


i€4 
ro 
~Yily 
4 
Rs 





~® 
tie 
sa? 
i 
7 
Ye, 





A .. . In JEWELRY 


‘we. 
eo 
t- 
- 
~ Se — a w—_ 
ee a 





1. Out of the past comes this modern touch in jewel- 
ry: "Heirlooms" by Swank. Tie clip retails at $2.50, 2. 
cuff links $3.50, and the specially boxed set at $6. 


2. Florentine fillagree and semi-precious stones are 
used in these charms by Lee Imports, 797 Elmira St., 
Pasadena, Calif. The large charms can be opened 
and are $10. Smaller charms are $3.95, Keystone. 


3. Forstner Chain Corp. announces a new selection of 
10K gold jewelry, featuring selected cultured pearls. 
New selection includes genuine snake chain necklaces, 
pin clusters and earrings, retailing at $20 to $100. 


4. New platinum cocktail rings set with baguette and 
round diamonds; to retail at $2500. From the collec- 
tion of Raymond Abrahams, 551 Fifth Ave., New York. 


5. Green jade ring, 14K gold, with any two engraved 
Masonic emblems, $150 Keystone, or $120 without em- 
blems. Cellini Studios, Santa Barbara, California. 7 





6. A 14K yellow gold scroll link bracelet with 12 dia- 
monds set in platinum and 15 sapphires, from Eric E. 
Siebert, Inc., New York City. $1500, Keystone. 3. 
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1. The Sessions Clock Co., Forestville, Conn., has in- 


troduced a new "Shadobox" Clock Set that has been de- 
signed with the housewife's decorative impulse in mind. 
The three units come in white plastic. Retail: $6.95. 


2. The Oris "Suitcase" 7-jewel, 8-day foldaway travel 
alarm is encased in genuine saddle leather, saddle- 
stitched, in tan, blue, red and green. From L. Harris 
Co., Inc., 655 Fifth Ave.. New York. $21.50 retail. 


3. "Carrosse,"" a gilt carriage combination clock made 
by Angelus Clock Corp., New York, with barometer, hy- 
grometer, and thermometer. Retails at $250, F.T.I. 


4. The Purr-A-Larm, one of the new clocks added to the 
General Electric line, has been styled specifically for 
the night table. Its luminous hands and hour dots stand 
out against a brown dial face. Clock retails at $5.95. 


5. This new addition to the Chronopak Series by the 
Howard Miller Clock Co., Zeeland, Michigan, contains 
no scarce materials. Formerly made of brass, dial and 
numerals are fashioned of wood and metal. Retail: $50. 


6. Something entirely new is this handcarved ‘Eye-Time" 
clock from Fred J. Koch, 321 Broadway, N. Y. Rotating 
eyes indicate the time: left eye the hour, right eye 
the minutes. Owl figure stands 7/4 in. Retails at $22.50. 
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She's spending 
She’s open-minded \ 


She's older Ww it * a J 
than you think 


THAT YOUNG WOMAN \N HER TEENS 


She’s spending .. . giving, getting gifts like mad. The gifts she gets cost family and friends 
a fortune every year. And what she buys takes billions more! ($3,700,000,000 of her own money 
in 1950) 


Stipes eee 





She’s open-minded . . . on products, brands and patterns. But satisfy her once and you 
start a chain reaction. She'll keep coming back for more throughout her life. 


She’s older than you think . . . buying and receiving most things jewelers sell. And when 
she marries—more girls do at 18 than at any other age—she becomes the purchasing agent for 
a brand new buying group. 


Just one magazine reaches the spending power and molds the 
buying habits of the 7,400,000 young women in their teens 


> seventeen sells! 


New York: 488 Madison Avenue, New York 22, N. Y. + New England: Statler Building, Boston 16, Massachusetts 
Western: 400 North Michigan Ave., Chicago 11, Illinois : Pacific Coast: 9126 Sunset Blvd., Hollywood 46, Cal3if. 
Southern: Rhodes-Haverty Building, Atlanta 5, Georgia 
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DON'T BE FOOLED 


THERE IS 
Only One Niash Patented* Wing Back 




















clicks opening 
clicks closing 






Found on the Finest Jewelry 
It has perfect mechanical operation, clicks 
opening, clicks closing. Has non-corrosive 
spring. Available in all metals. 

*Patented. Design 155,535 


Patented Construction 2,472,958 
Infringers will be prosecuted 


NIASH REFINING COMPANY 


| 116 Nassau St. CO 7-4496-7 New York 7, N. Y. 








































YOU CAN STAKE YOUR REPUTATION ON 


ve Mampalon/ 


BLADES! ~~ 


—" 











Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
and tllustrations pe sec in quality 

and craftsmanship in 
gladly furnished forged stainless steel 
blades 





Prices 








NORTHAMPTON CUTLERY COMPANY e 





NORTHAMPTON 2, MASS: + ESTABLISHED 1871 





JIC Christmas Sales Ideas Stress Jeweler’, 
‘Plus Values”’ 


In the face of increased competitive retail advertising 
and promotional pressure this year, jewelers are urged to 
re-emphasize their own “plus values’”—the reasons fo, 
shopping at a jewelry store—in the Jewelry Industry 
Council’s Christmas Gift Sales Idea Book for 1951. Thi. 
idea book, sent to retailer members throughout the coup. 
try, points out the strategic individuality of the jewelry 
store as compared to competitive retail gift outlets, and 
shows how to stress those values effectively, in newspaper 
copy, radio commercials, direct mail, window displays, 
and in-store selling. 








How to combine store advertising and the strictly prod- 
uct messages in layout and headlines—so that the public 
will not forget that the jeweler as a jeweler offers services 
no other retailer can match—is explicitly set forth in 
headline and copy suggestions which re-emphasize the 
factors which tend to make a jeweler unique in his own 
community. 

Suggested “display spots” stressing the lay-away plan, 
special gift tables, provision for last-minute shoppers are 
given, together with the follow-up postcard suggestions 
and letters which direct attention to the jewelers’ plus 
values. 

The underlying theme—why the jeweler is unique, and 
why gifts from the jeweler are best remembered when 
many a Christmas has come and gone—is strongly sup- 
ported in window display suggestions, since it is within 
the framework of such an institutional appeal that mer- 
chandise appears to best advantage, in the highly competi- 
tive bids for attention made by all retailers during the 
Christmas season. Seven basic selling ideas for increasing 
Christmas store traffic and sales are presented, in line 
with this theme. 

The jeweler’s “plus values,” Council points out, must 
never get submerged. These collective values are made 
up of such things as: Tradition—since jewelry is synony- 
mous with Christmas gifts the world over. Such concep: 
tions as prestige, distinction, the special warmth and 
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meaning of jewelry-store gifts are rightful possessions of 
the jeweler as measured by public opinion. Included are 
all angles of sentiment, the extra pleasure given by any 
jewelry-store eift; the age-old correctness and “rightness” 
of a gift from the jeweler’s. In addition, there is the 
feeling on the part of a large segment of the public that 
only at a jewelry store can be found the trained personnel 
who can be called “specialists in happy occasions.” 
“These values cannot be overstressed,” according to 
A. E. Haase, president of the Jewelry Industry Council. 
“No matter what merchandise you feature, no matter how 
you treat the matter of price, these underlying values 
must be set before the public as often as possible. This 
will build store traffic, and build it, not for one item of 
merchandise alone, but for everything the jewelry store 


has to offer.” 


Tailored to Quality 


(From page 73) 





With quality merchandise comes quality service. 
Quality service is essential in a city like San Mateo, which 
has a prosperous and sizeable population but is within 
an hour of the metropolitan facilities of San Francisco. 
Sanford’s has thus built up a steady clientele that returns 
automatically for all of its jewelry needs, and the 
proximity of a large city no longer has any bad effects on 
its business. 

In this connection, Sanford’s has experimented with a 
new merchandising approach to costume jewelry sales. 
His old store in Washington had done a booming trade 
in just that kind of merchandise. It was this traffic- 
building aspect of low priced costume jewelry sales that 
interested Sussman when he settled in San Mateo. He 
stocked a heavy supply of dollar-range items, put them 
on prominent display and advertised them in the news- 
papers. He found that the people who were interested 
in quality jewelry and silverware were also people who 
had constant use for low-priced costume jewelry as casual 
gifts for children and friends. They came into the store 
to buy small items and eventually became regular cus- 
tomers. 


“FRIENDLY VISIBILITY" 


The exterior of the store has caused some favorable 
architectural comment, and has carried out the grand 
motif of “friendly visibility.” Aside from an attractive 
“inset” front that tends to draw the prospective customer 
into the interior atmosphere of the store, it features a 
maximum amount of glass that stretches from floor to 
ceiling. 

Sanford’s salesmen feel that there is at least one other 
touch in this “showroom” store that can’t afford to be 
overlooked. Near the entrance there is a cage containing 
two lavishly colored parakeets. Not only do they add 
their bit to the easy atmosphere, but they do wonders 
with those gymnastic customers’ children who are so often 
the cause of a salesman’s greying hair. 

“The children just stand in front of the cages open- 
mouthed,” Mr. Sussman reports happily, “and watch 
quietly until their parents are ready to leave.” 

No matter how you look at it, in adapting his store to 
his needs and his needs to his store, Sussman hasn’t 
missed a trick. 
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Anti-Tarnish Protection 


for Yine Silveucare 


vitae 


Bete s alt * 
beidlbhe |i 





THE HOSTESS CHEST, #102PL 


Finest selected hardwood. Brass cover 
lift and side handles. Capacity up to 
140 pieces. Mortised lock and two keys. 
18” long, 1234” wide, 412” deep. Lined 
with Pacific Silver Cloth — ‘“‘the cloth 
that prevents tarnish.”’ 





THE TAUNTON CHEST, # 62 P 
Capacity up to 120 pieces. 16” long, 
12” wide, 4” deep. Dark finish, lined 
with tarnish-proof Bahama Rose Eureka 
Cloth or tarnish-proof dark brown Pacific 
Silver Cloth. Available with, or without, 
mortised lock and keys. Also made in 
blond finish. 





Rita SESS oe ee | 
EUREKA ANTI-TARNISH ROLLS AND BAGS — Made of anti-tarnish Eureka 
Duvetyn Cloth in 17 lovely colors and many color combinations. Imprinted with 
your store name at a small extra charge —a lasting advertisement for your store. 
Write for free color strip and illustrated leaflet — and free sample place setting roll 
in any color combination you desire. 








THE AMBASSADOR CHEST, #110 


Genuine solid mahogany throughout. 
Capacity up to 190 pieces. 184%” long, 
12%” wide, 714” deep. Ample space for 
odd pieces. Metal cover support. Lined 
throughout with Pacific Silver Cloth. 
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THE PLYMOUTH SILVERWARE 
TABLE, #133 

A distinctive piece of furniture, cabinet 
crafted. Drawer pulls of antique brass. 
Holds up to 170 pieces of silverware. 
Height, 27”. Table is 364%” x 14Y4” 
open and 2114” x 1414” closed. Drawers 
lined with tarnish-proof Pacific Silver 
Cloth. 


Every Eureka Silverware Chest is guaranteed tarnish-proof for the life of 
the chest. Write for free illustrated leaflet. 


FUREHA 
Fer Silverware Protection 


Eureka Manufacturing Co., Inc., 5 Maple Street, Taunton, Mass. 





121 











\ : Emblem Promotion Capitalizes on Broad 
But Specialized Market 


‘ Ben Garson, manager of Michaels’ Hartford, Conn. 


KR ~ ° store, as the result of a good deal of preliminary study. 


last June carried out a successful promotion devoted to 


J EW ¥ L emblem rings. The entire promotion was based upon a 


he JEWELERS 





plan calculated to take advantage of the paradox that 
emblem rings have a broad market among many people 


ACTIVE — INACTIVE AND OBSOLETE yet - of npr — that they have a specialized ap- 
peal to each individual. 

STERLING FLATWARE PATTERNS CAN 

BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 


¢ if wees 
oy seen 
PPIEL: 


silver. This will enable you to obtain a much higher : i coleman 
price for the old silver. We are also interested in | 
purchasing any sterling silver your customers wish || 
to dispose of or any sterling flat or hollowware stock, i i —— 


either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son Michael's of Hartford, Conn., as part of a coordinated —— 
on fraternal rings devoted an entire window to a well balanced 
717 MADISON AVE. MEMPHIS |, TENN. selection of rings with a variety of emblems. Despite the fact 
that none of the rings were price-tagged, the display drew excep- 
tionally well. 





























In preparing for the promotion, Garson first obtained 
a complete and well-balanced stock of fraternal rings 
from their supplier, the Arts & Crafts Co., also of Hart- 
ford. He next arranged for suitable and substantial dis- 


plays for the store windows and interior. Appropriate 
advertising for both the newspapers and radio was then 
prepared; the main theme was an invitation to the public 


to view the assembled “exhibit” at Michaels. 
Leaving nothing to chance, the salespeople were given 
a condensed “course” in the subject of fraternal rings and 


the proper method of selection and ordering. 
The public response was immediate and the sales were 








by well rated, nationally known 
manufacturer of a complete 
line of rings and mountings. 











e gratifying. 
Lucrative territories, establish- 
ed over 25 years, available. Small Space Program 
ad (From page 114) 
Commission and drawing ac- Best seller in the department are spoons at 29¢ to $2.79 
count. and packaged fork and spoon sets from one dollar up. 
° A packaged fork, spoon and knife at $4.50 is a close 
, ; second. Cups are always very good sellers, ranging in 
Only experienced jewelry men price from $1.25 to $1.75. Rings are very good in a price 
will be considered. range extending from 76¢ to $2.50, with the plain 
° wedding-band style the fastest seller. Kamoroff maintains 
: a large stock of rings, showing about 180. Other good 
BOX " eee 22176" items are locket and chain sets, plates, brush and comb 


JEWELERS’ CIRCULAR-KEYSTONE sets, picture frames, and various novelty items. 


Kamoroff found that many people would come in for 
a er ee vee a baby gift prepared to pay around $5 and some willing 
to spend $10. Since most of the items in the baby jewelry 
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line are relatively inexpensive, he started to suggest a 
combination gift of a plate (having indentions on each 
side to hold a fork and spoon) and a packaged fork and 
spoon set, making a $4 gift. For a gift of around $7, he 
suggests a 4 or 6 piece step-up silver set. The most expen- 
sive gift in the line is a packaged cup, spoon, fork and 
dish, retailing at $13.75. While the latter represents one 
of limited sales potential, it sells consistently over a 
period of time and represents a good profit. 





‘Waste Space’ Put to Good Use 


Converting what is usually “waste space” in display 
windows to a constantly rotating parade of sterling flat- 
ware patterns, has had excellent results at Bromberg’s, 
outstanding jewelers in Birmingham, Alabama. 

The “waste space” put into practical selling use is the 
area between the window floor and the sidewalk level, on 
each side of Bromberg’s large, triangular entranceway. 
Despite the low level, anything displayed at this point 
shows a high degree of visibility, according to Robert 
Bromberg, and, therefore, both windows on either side of 





Bromberg's makes use of ‘waste space’ in window display by 
promoting sterling flatware. 


the entrance have been glassed in from a point a few 
inches above the sidewalk to waist level. A novel “honey- 
comb design” consisting of cells, 11 inches wide, and 
joined together in 6-sided fashion, provides instantaneous 
eye appeal, and the felt or velvet backgrounds against 
which the 20-odd sterling flatware patterns are shown, 
are of various, contrasting colors. Net results have been 
a constant reminder to the passerby that Bromberg’s is 
bidding heavily for Birmingham housewives’ and brides’ 
sterling flatware business, and a far better sales return 
from every square foot of frontage. 





Watch Display Ideas 


(From page 84) 


props were used to subtly emphasize the features which 
manufacturers sought to bring to the attention of their 
customers. Modernistic, even surrealistic designs were 
used to point up mechanical qualities, such as automatic 
and calendar watches, while sheer elegance in the time- 
pieces was set against more classic backgrounds. 

Like the annual Spring Trades Fair in Basel, the 
Geneva exposition serves as a fashion show for Swiss 
watches, and buyers from all over the world attended to 
view the latest technical developments and styles. 
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saAvVE HOURS oF 
TIRESOME WORK 
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with a MONARCH 
Price-Marking System 


ooo SPEEDY 
ooo ACCURATE 
«oe ECONOMICAL 


— eee y 5 


Machine price-marking for every item in the store keeps 
tighter control against stock discrepancies, saves price-mark- 
ing work and does a neater job. By using coded symbols and 
standardized placing of necessary information right on the 
price ticket, smaller tickets, tags or labels can be used. All 
the information needed is neatly, accurately, legibly printed 
exactly the same on each ticket in the lot. Mistakes resulting 


\ RESOURCE 
STORE NAME 3 











SEASON 
A6 7116 NO. PIECES 
RECEIVED 
cosi in. ?| I1OUM 48) IN SHIPMENT 
CODED 
SYMBOLS $2.95 > PRICE 
ACTUAL SIZE 


from smudged, crowded handwritten prices no longer cause 
misunderstandings. When all items are price-marked with 
Monarch “Pathfinder” or Monarch “Junior” price-marking 
machines. 

Monarch Tickets, Tags and Labels are available in styles 
for every type of merchandise. Monarch Senso Labels, es- 
pecially, are a great convenience. Simple pressure without 
moisture securely attaches these neat labels to cardboard 
or plastic boxes, and almost any material such as metal, 
wood, or glass items. 

If you have questions about price-marking methods, ma- 
chines or supplies, feel free to consult your Monarch rep- 
resentative without obligation. His advice may save you both 
time and money. 


ARF 


The MONARCH 
Marking System Company 








—- 

Since 1890 — World's Largest Manufacturers and Distributoss 
eee | of Merchandise Price-Marking Equipment and Supplies 
TORONTO, CANADA ® DAYTON, OHIO @ LOS ANGELES, CALIFORNIA 
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the whole year through 
wise jewelers find the 


A&G 





Many jewelers make good profits in 
simple jewelry repairs, like replacing 
spring rings, ear wires, catches, clasps, 
etc. Such work takes little time and 
labor; shows good profits. Best of all, 
good repair service builds goodwill; 
leads to more sales of new jewelry. 
























Be ready to handle more repair jobs 
“fon the spot” by keeping on hand an 
assortment of most-needed WRC Find- 
ings. Order a few of each today, from 
your jobber. 


WRC Finpincs of Quality 


Manufactured by W. R. Cobb Company 
Providence, R. I. 
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Here's an Elks Ring 
AN ELKS RING § wiP tec memizs 
rich symbolism, 

... with meaning! Sao coutamentiy 
—s Choice of 10 or 1]4- 


karat gold. Prices 
upon request. 


A veritable cornucopia of profit- 
able products is at your disposal 
for day-to-day selling when you 
make full use of the A&G Catalog. 
Use this fabulous book to sell from 
DISTRIBUTORS OF . . » because A&G’s long tradition 

50 of dependability and experience 
FAMOUS LINES is your guarantee of good service. 





Write Arts & Crafts for free mats 
of tested newspaper advertisements 





ARTS & CRAFTS co 


| FINE MEN’S RINGS 
Patents Pending 


106 Ann St., Hartford, Conn. 


THE JEWELERS 
DICTIONARY 


COMPLETELY REVISED 
wae * SECOND EDITION x 


New Sunbeam emit Model +10 | $6-00 POSTPAID 
FINE JEWELRY * DIAMONDS © TOILET WARE | THE JEWELERS’ CIRCULAR-KEYSTONE 

















iid 100 E. 42ND ST. NEW YORK 17, N. Y. 











A COMPLETE LINE OF FINE STONE RINGS 
a Aisenstein & Gordon, Inc. Check or Money Order Must Accompany Order 
712-714 Sansom Street @ Philadelphia 6, Pa. DO NOT SEND CASH 
Phone: WAlnut 2-3995 











THE JEWELERS’ CIRCULAR-KEYSTONE 








After Christmas 


(From page 71) 


squares are covered with the light color or white—the 
other half with the dark color or black. Squares are then 
arranged alternately, tight together, in checker board 
fashion. 

Small groupings of merchandise are arranged on each 
square. The merchandise arrangement in the New Year’s 
window should be sparse to contrast with the probably 
overflowing effect of your Christmas displays. An assort- 
ment of merchandise from each department may be shown 
as indicated in the sketch or this theme may be used in 
several windows with a different type of goods in each. 
For a still sparser showing of merchandise, groups may 
be placed only on one set of squares—the dark or the light 
ones—leaving the other set bare. 

A spray of pine cones or artificial flowers decorate the 
bell cut-outs which are fastened overlapping each other 
on the background. A New Year’s greeting is lettered on 
a paper scroll extending across the background from 


the bells. 





Dallas Jeweler Uses New Ad Technique 


Arthur A. Everts Co., Dallas, Texas, jewelers, have in- 
itiated a new series of ads. The hand written copy, the 
line drawing on merchandise, and the‘screened atmos- 
pheric drawing all combine to make an attention com- 
manding ad. 








The utilization of small space gives the firm’s ad a 
higher position on the newspaper page. The immaculate 
cleanliness of the ad inevitably gets it positioned on the 
cleanest pages, nearest the editorial reading. 

The company believes that through the technique’s 
uniqueness it can attract the same attention that larger 
size ads of more ordinary technique do. 


FOR DECEMBER, 1951 








BULOVA 


Staff and Stem Cabinet No.9 


A COMPLETE SERVICING UNIT 
FOR ONLY $29.50 





Regular Price in These Quantities $38.25 
You Save $8.75 


CABINET CONTAINS: 60 Staffs covering 110 BULOVA move- 
ment models. 60 Stems covering 111 BULOVA movement models. 
A Selection covering 457 JOB POSSIBILITIES. 

Selection planned according to popularity of models (from 1 to 
3 pieces). Basic model series 5AB; 6AH; 7AD; 7AM; 7AK; 8AE; 
8AH; 9AB; 9AS; 10AK; 10ABD; 10BC; 10AH; PLUS over 100 other 
models; PLUS complete interchangeability chart. PLUS registra- 
tion of your cabinets with BULOVA to insure up-to-date informa- 
tion and lifetime service. 


JOS. B. BECHTEL & CO. 


729 SANSOM ST. PHILADELPHIA 6, PA. 
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1p | NOW! — successfully retailed by prominent 
onaiaanen Jewelers and Specialty Shops — 


appeal... | FRANCONIA CHINA—T7he Continent's Fines# 
Franconia | :-*esigned for contemporary living with charm- 
cuima | ing designs for modern and traditional table 
dinnerware appointments, offers 6 new patterns 


—_ 40 | at moderate prices: 
va | URSULA * SYCAMORE © ROSE GARDEN 


in New York 


Stock HAWTHORN ¢ MANDARIN * WOODLAND 
: Displayed at the 
See them! KEYSTONE CHINA & GLASS SHOW 


It will Fort Pitt Hotel, Pittsburgh, Pa., January 3rd to 11th 
pay you! | --- With numerous other PROVEN SELLERS. We 


urgently recommend a visit to our exhibit. 





Herman C. Kupper, Inc. 


39-4 West 23rd Street w York |1Q0 N.Y 
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Window displays were one of the strong points of the Strother presentation, 





Famous-Name Lines 





Bring Back Out-of-Town Business 


Adding well known lines of silver, china and glass, and stressing the 


convenience of shopping at home, Strother’s Jewelry won back those out- 


of-town shoppers and developed many new customers for fine tablewares. 


es successful re-introduction of famous- 
name china, silverware and crystal in a smaller com- 
munity that hadn’t enjoyed the privilege of home-town 
shopping for these products for years was the result of 
a series of promotions which added up to an efficient 
sales presentation at Strother’s Jewelry Store, California, 
Missouri. 

“People were accustomed to shopping out of town for 
these items since there had been no local source of supply 
for twenty years or more,” said Jeweler Albert Strother. 
“Our two-fold aim was not only to stem the tide of out- 
going shoppers by stressing the convenience, and ease. 
of purchasing silver, crystal and china at home, but 
also to create a desire for these essentials of modern 
living among both adults and young people, who, because 
they had not been exposed to this merchandise for a 
long period of time failed to realize the pleasure of pos- 
sessing really fine tableware. 

“In setting up our program” he remarked, “‘we took the 
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by GRIER LOWRY 


solid position that we were performing a real community 
service because creating a desire for beautiful table 
settings encourages a higher standard of living. 

“To curb the out-of-town flow, we adopted the tack 
in all advertising that we were permanently established 
and would always be convenient to help residents with 
table setting problems. We laid stress on the fact that 
a pattern could be started and leisurely added to at the 
customer’s convenience. We stated repetitiously in ad- 
vertising that in cases where additions to patterns were 
needed, because of breakage or other reasons, we would 
make every effort to obtain the matching article.” 

The firm followed a format in re-educating the public 
to the advantages of owning good tableware which serves 
as an example of intelligent promotion. 

Prelude to successful tableware merchandising, the 
owner realized, was an appealing, appropriate, back- 
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: Sill of the an 
Venetian Glass! 


_.. One would think that a craftsmanship that had its beginning centuries ago would long since 
have achieved the ultimate, but the true artist ever strives to produce something finer—more 
beautiful, more intriguing in form, more appealing to the connoisseur—more satisfying to its 
creator—something inspirational, and so—Venetian glass is ever a new delight to the eye and 
a gem enhancing by its very beauty any setting in which it appears. 

Here are graceful swan bowls, exquisite console sets, colorful bookends, classic figures, massive 
ashtrays. There are bonbons, candy boxes, flower baskets, smoking sets, bud vases, snorting 
chargers, plumaged birds. 

And the colors! Aqua, burgundy, canary, amethyst, ruby, sea green, topaz, amber, rose, blue, 
and crystal. Some items are in soft pastels, flecked with silver, while others are in crystal 
flecked with gold. Some are in two tone contrasting or blending color combinations. Others have 
light-catching air bubbles, highlighting the color tones. 


RETAIL FROM ONE TO ONE HUNDRED DOLLARS EACH 
THIS IS THE FINEST LINE OF VENETIAN GLASS IT HAS BEEN OUR PLEASURE TO 
OFFER. Individual pieces, or assortments at a saving. 


No catalog. This line may be seen at any of our showrooms or when our road salesman 
exhibits in your city or vicinity. Also at various gift shows. 





At the Pittsburgh Show, Empire Room, Fort Pitt Hotel, January 3rd to 11th. 


For 1952 we shall also feature the following lines: 





FROM ENGLAND Tuscan English Bone China Midwinter Dinnerware 
Gibson Teapots James Kent, Ltd., Chintz 


Royal Winton Ware Burlington Toby Jugs 
Brentleigh Luncheon Ware 


FROM GERMANY — Genuine Hummel Figures Heinrich Bavarian Dinnerware 


Karl Ens Shell Porcelain Schumann Bavarian Dinnerware 

Lace Dresden Figures Beer Steins 

Nascha Bavarian Figures Salt & Pepper, Sugar & Cream Sets 
FROM ITALY Handpainted Dinnerware Florentine Metalware 

Handpainted Flower Pots Gift and Utility Items 


and the FINEST line of Venetian Glass we have ever offered. 


DOMESTIC LINES: _ Bevan Kiln California Promotional Items 


Dee-Mar California Ceramics. 


EBELING & REUSS COMPANY 


Established 1886 


MAIN OFFICE: 707 CHESTNUT STREET, PHILADELPHIA 6, PA. 


CHICAGO 54 LOS ANGELES 14 


NEW YORK 10 
527 West 7th Street 


225 Fifth Avenue | | 1557 Merchandise Mart 
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One aim of the store in re-in- 
troducing famous-name lines 
was to familiarize the public 
with the pleasures of owning 
the best in fine tablewares. 


ground. When the store was remodeled in 1950, par- 
ticularly painstaking attention was given the tableware 
sales areas. 

The newly-remodeled layout is an eye-filling setting 
of aquamarine walls, asphalt tile flooring and recessed 
fluorescent lighting centered around a horseshoe-shaped 
arrangement of showcases. Silver, china and crystal areas 
are all closely related at the back of the store for con- 
venient use. 

A total of ten silverware patterns are attractively dis- 
played in twin 7-foot cabinets in 18-inch wide, built-in 
bins. Close to these is the china setup where nine patterns 
are exhibited, and the glass adjunct, featuring five pat- 
terns. Inter-selling between the three departments is 
diligently practiced. 

Two tables are utilized in the department—one mer- 











chandise table displays odd pieces of crystal and a second, 
more commodious, table is employed for place setting 
selections of prominent local bride-elects. 

An analysis of the firm’s promotional technique reveals 
that interest is maintained by stressing variety. Among 
methods used to bring attention to the remodeled store 
was a free drawing for a waterproof watch which was 
announced in newspaper advertising three weeks prior 
to the drawing. Some five hundred persons registered 
for the drawing. 

“Then we gave away a 52-piece set of plated flatware,” 
recalled Nadine Strother, who is active in the operation 
of the store, “utilizing the same procedure as in the watch 
drawing except, instead of holding the drawing inside 
the store we decorated a truck and hired a 4-piece band 

(Please turn to page 139) 





The silver, china and 
crystal areas are all 
closely related at the 
back of the store and 
inter-selling between 
these departments is 
regularly _ practiced. 





Wine Ameo 
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TURNOVER TUMBLERS 


| hoe Ao 2 FOR YEAR-ROUND SALES 
. , HELEN E. HOKINSON 


A sparkling new set of cartoon hiballs, starring those 
lovable, laughable Hokinson ladies whose delightful 
antics captivated all hearts in THE NEW YORKER 
MAGAZINE. 32 hilarious subjects are available—all 
different on 14 oz. hiballs, buffet plates, canape plates 
and ashtrays. 















eel? a 14 oz. HIBALLS, SET OF 8—83.00 
Os 8” Earthenware BUFFET PLATES, SET OF 8—$8.00 
6” Earthenware CANAPE PLATES, SET OF 8—86.00 
7” Earthenware ASHTRAYS, - SET OF 8—88.00 





CHARLES ADDAMS’ fh. Gal: , Wig 
The brilliant artist of THE NEW YORKER and creator . 7 a 
of “ADDAMS and EVIL,” “THE WEIRD FAMILY,” 
and “MONSTER RALLY” has his “creeping out” party 
on hiballs, buffet plates, canape plates and ashtrays. 
Eight subjects that will make you shudder profitably, 















ate repeated on the four products. 


MWA LZ 


14 oz. HIBALLS, SET OF 8—83.00 io lg ag - | re 
8” Earthenware BUFFET PLATES, SET OF 8—88.00 ot, | | isa 
6” Earthenware CANAPE PLATES, SET OF 8—86.00 a a) 7 


7” Earthenware ASHTRAYS, SET OF 8—88.00 






SPORT KING HIBALLS 


For year-round promotion, we offer authentic records 
of eight famous sports on hiballs to fill the consistent 
demand for an unusual man’s gift. Each design on the 
14 oz. sham is reproduced in 24 kt. gold with the sport 
records for an average 15 years appearing in sharp and 
legible print for interesting contrast. 


Included in the series of champions are: Na- SET OF 8— 
tional Basketball, National Football, World 

Series, Heavyweight Boxing, U. S. Open Golf, $2.50 
Kentucky Derby, Men’s Singles in Tennis, and 

All-Time Great Athletes! One of each design (minimum 
packed in a carton. order 6 sets) 


AT THE 


Pittsburgh China & Glass Show 
Booths 85 & 86, Hotel William Penn 
Pittsburgh, Pa., January 3-I1 
Exclusive Franchised Distributor 


vineent lippe co. 
225 fifth avenue new york 10, n. y. 
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Portuguese China 





2. Addams Cartoons 





3. Ceramic Elephants 





4. New China Pattern 
CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[1] !. In Vista Alegre Portuguese China, shape and design made 
especially for U. S. market, hand-filled on Chinese paste 
body; made in Chinese red or green; retail $17.75 for 5-pe. 
setting. From Fisher, Bruce & Co., 219 Market St., Phila. 


[] 2. Charles Addams cartoons in 8 hilarious subjects on 8 in. 
buffet plates, set of 8, $16 retail; 6 in. canape plates, $12; 
highballs, $6; 7 in. ashtrays, $6. Also done with Helen Hokin- 
son cartoons. From Vincent Lippe Co., 225 5th Ave., N. Y. ©. 


[] 3. Elephants in a number of different naturalistic poses 
‘and several different sizes, done either in white or color, 
«. ffom art. department of Lorenz Hutschenreuther, in Bavaria. 


=" 4 Sold <by Paul A. Straub & Co., Inc., 19 East 26th St. N. Y. 


(14. "Ashford,"" new monochromatic design of fresh figs and 
: leaves in‘subtle gray, slate and henna on bone china, de- 
*® signed by Victor Skellern; 5-pc. setting, retail $14.75. 


7 


: ie” FromeJosiah Wedgwood & Sons, Inc., 24 East 54th St., N. Y. 





[1] 5 One-tune musical powder boxes come in such colors 9s 

blue, gold, rose, or green, and they may be obtained: with 
, «« popular, operatic, or folk melodies. They are priced af 
| - $33 a dozen, from Jack Martin, 527 W. 7th St., Los Angeles. 
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NeW YORK \N / 
JANUARY 13-18 \ ee . 
Hotel New Yorker 4 j Hotel Statler 







WASHINGTON GIFT SHOW 


MARCH 16-19 
Hotel Willard 


CHICAGO GIFT SHOW 
FEBRUARY 4-15 


La Salle Hotel and Palmer House 














PHILADELPHIA GIFT SHOW 
MARCH 23-26 


Hotel Benjamin Franklin 
£ 


* 
neW YORK 
\ GIFT SHOW 
FEBRUARY 25-29 






Hotels Statler and New Yorker new YORK 
STATIONERY SHOW 
ft, \ MAY 18-23 
a : Hotel New Yorker 


Pen eal 
AAR 
a sabe 


BEC nn 


Marketing View for '52 


g market events for a close-up 


‘deas éf the Spring Season 


Look Ahead to 1952's seven bi 
of important products and 


220 Fifth Avenue, New York 1, N. ¥. 





Directed by George F. Little Management ° 
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2. Ceramic Deer 


4. Lace Figures 


5. Danish China 








Two-Tier Tray 





3. Hand Painted Ware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. This two-tier tray is in Vreniware, combines plates in 
pink, blue, yellow, or plain Provincial ceramic set on silver- 
plated base. It may be retailed for $9.95. The ware is 
made by Santa Anita Pottery, 3117 San Fernando Road, L. A. 


[]2. Christmas-y accessories are these affectionate ceramic 
figures under the mistletoe—'Deer!’ and "Deerest" modeled 
by Beth H. Barton. They are priced at $4.50 a pair and are 
sold through Edna Rymal Cox, 202 Brack Shops, Los Angeles. 


[1] 3. Hand-painted on Concord shape—new "Iris" pattern whose 
colors are repeated in chartreuse and mulberry hollowware; 
retail $14 for 16-pc. starter set. Dinnerware designed by Belle 
Kogan and made by Red Wing Potteries, Red Wing, Minn. 


[] 4. Diminutive children are addition to line of porcelain 
lace figures—Bo Peep, 434" tall, $20 Keystone; Gloria, 5" 
$20; Teresa, 10", $37; Candy, 544", $20; Sandra, 434", $21. 
From Lee Wollard China Co., 1104 Chestnut St., Burbank, Cal. 


[1 5. "Falling Leaves" in Danish china by Bing & Grondahl has 
blue and black leaves touched lightly with orange on deli- 
cately shaded blue-gray background; 5-pc. setting, $17.25 
retail. From D. Stanley Corcoran, Inc., 7 W. 30th St., N. Y. 
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Sell more: 










‘customers with 
Libbey 
crystal glass 

















29 


Wuen folks “don’t know what to give, 
Libbey “Diamond Cut” erystal glass and clinch 
more sales to “don’t know” customers. 


~ Cor Lc 
sugge st 


Originated by Freda Diamond, noted fashion 
designer. “Diamond Cut” crystal glass is a brilliant 
new pattern in complete place settings. 

Traditional or modern china?— Libbey “Diamond 
Cut” is designed for use in good taste with both 
settings. And, remember, the extra-fine, chip-resistant 
rims are fully guaranteed: “A new glass if the rim 
of a Libbey ‘Safedge’ glass ever chips.”’ 

Bridal gift consultants take note! Beautifully packed, 
in handsome gilt boxes, Libbey “Diamond Cut” makes 
an ideal gift bow brides . . . for homemakers . . . for every 
gift-giving occ: asion. Advertisements in LIFE and 
leading women’s magazines pre-sell quality and eye- 
appeal ... help build wide consumer acceptance. 

Make sure you display Libbey “Diamond Cut” crystal 
glass prominently. To order: Contact your near-by 
Libbey Glass Distributor, or write direct, if you prefer @& 
to Libbey Glass. P. O. Box 1035, Toledo 1, Ohio. 













IG) ent 














LABBEN A Bf a Kind, boyed Kx “y EVR roy Wy if nin abnit oP 
‘ JN 7] Wy Y Ng rz haf * OK y | \ ‘ 
/ . , my, 
abot ge ie \ oy ts ‘ “ ;‘ \ Oy WA Fas $ 
100z. 5 oz. by, oz. 4 oz. 1 oz. 140z. 10 oz. 8 oz. 
Goblet Wine Sherbet Cocktail Cordial Cooler Beverage Bowl 


*Suggested retail prices, 
slightly higher in South 


LIBBEY GLASS Pitch Gouue, Q 
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3. Bronze Figures 





5. Gold Pattern 
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1. English China Figure 





4. Italian Pottery 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. “Blithe Morning" is the name of this wind-blown figure 
in English china, with blue blouse and either a pink or a 
red skirt. It is 7 in. in height and may be retailed for $35. 
From Doulton & Co., Inc., I! East 26th Street, New York. 


[] 2. French Baroque Cameo cigarette set, including holder and 
two oblong trays, is made in four colors — canary, blue, 
green, and pink, and it may be retailed for about $3. It is 
distributed through Lipper & Mann, Inc., 225 5th Ave., N. Y. 


[] 3. Fashioned in solid bronze and hand-painted in natural 
colorings, these are part of series of over 500 animal and 
bird figures, from $1.90 to $25 retail. Circular available. 
From Hudson Art Importing Co., 225 Fifth Avenue, New York. 


[1] 4. Brilliant flowers on Italian pottery in square shape is 
the "Quadrita"; dinner plate, $30 a dozen, retail; tea and 
saucer, $20; salads, $14.40; "television set," lower right, 
$27. From Ebeling & Reuss Co., 707 Chestnut St., Phila. 


[1 5. "Golden Meadow" pattern shows a simple, stylized spray 
of meadow grass done in lustrous gold on the “Museum 
shape in dinnerware. The 5-piece place setting may be retailed 
at $18.75. From Castleton China, Inc., 212 5th Ave., N. Y. 
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FIGURES 


and 


GROUPS 
fine detail 


in beautiful . 


natural colors 


from the 


Art Works 
of 
Lorenz 


Hutschenreuther 


Immediate 





Shipment 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 
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Designed for SA iS and Wak I! 
=== Qe 


ESQUIRE, SEVENTEEN, = =  . fm 
MADEMOISELLE, AND Oe aa Sales will zoom with this terrific twosome 
THE NEW YORK ae an ea i / where even the package is a present. An 
TIMES MAGAZINE / _ = y attractive Gentleman's Billfold with gilt 
/ | edge shield, suitable for engraving, plus 

a removable pass case, handsomely 

packaged in a Leatherette Moire 
Lined Jewel Box. (It will be re-used 
. to keep cuff links, tie clasps and 

other odds and ends intact.) 








# J-1404 ES 








Wales has 
“BUY APPEAL” 


















Wa e S QCM yl scratt ltd. 22 West 32nd St., N. Y. I, N. Y. 
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CHINA 
GLASS 


In Pittsburgh 
January 3 through ll 








Hotel William Penn 


Among the several hundred lines of Ameri- 
can-mele china, pottery, glassware and table 
accessories, retail jewelers will find these in 


Pittsburgh from January 3 through 11— 


% China—Franciscan China, Lenox China, 
Syracuse China, Castleton China, Flintridge 
China, Pickard China, Jackson China, Iroquois 
China, Winfield China and others. 


% Glass—Duncan Glass, Fostoria Glass, Cam- 
bridge Glass, Bryce Brothers Co., Heisey Glass, 
Imperial Glass, Blenko Glass, Viking Glass, 
United States Glass, Fenton Art Glass, Libbey 
Glass and West Virginia Glass. 


% Pottery—Haeger Potteries, Fulper Pot- 
tery, Hall China, Roseville Pottery, Sascha 
Brastoff and Hull Pottery among many. 


% Also, American-made dinnerware, utility 
pottery, plain and decorated glassware and 
table accessories of all kinds. Something at 
every price range. 


This exhibit is by and 
for American producers. 


Associated Glass & Pottery Mfrs. 


BOX 227 KNOX, PA. 


“See the New Wares First 
in Pittsburgh” 
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by MADELINE LOVE 


+ er issue gives special recognition to the china, glass 

and gift field, not because there is anything new jp 
the idea of selling such merchandise in the jewelry store, 
but because it is getting more important. No one wants 
to see the jewelry store go the way of the drug store and 
carry an unwieldy number of lines. But decorative and 
table accessories, which for brevity can be classified as 
“‘oilts,” have passed the test of time as a natural line fo, 
jewelry stores, and each year sees many additional jewel. 
ers putting in such a department. 

For those just entering the field (and for those who are 
already in it, too!) may we suggest one thing? Keep your. 
self identified with quality. It is the most powerful sales 
weapon the jeweler possesses. But by the word “quality” 
we do not mean perfection. Neither man nor Nature has 
ever made a perfect object, and the jeweler can’t expect 
flawlessness in a plate or a goblet any more than in a dia. 
mond. He can get high quality, though, and he should, 
since his reputation for integrity is usually unsurpassed 


in his community. 
* * *% 


LOT of new things for the jeweler’s gift department 
will appear at 1952’s china, glass and gift shows, 
beginning at Pittsburgh early in January. New dates 
added to the list of shows include John M. Hammer's 
American Gift and Art Shows, to be held February 10 to 
13 at the Hotel Statler, Buffalo; February 17 to 20 in the 
Hotel Statler, Cleveland; March 16 to 19 in the Nether- 
land Plaza Hotel, Cincinnati; and April 15 to 18 in the 
William Penn Hotel, Pittsburgh. The Detroit Gift Show 
is set for March 2 to 6 in the Statler and Book-Cadillac 
Hotels, while the Western Gift, Housewares and Station- 
ery Shows are scheduled for: San Francisco, February 3 
to 6 at the Western Merchandise Mart, Civic Auditorium, 
and St. Francis, Palace and Sir Francis Drake Hotels; 
Seattle, February 17 to 21 at the Olympic and New Wash- 
ington Hotels; and Portland, February 24 to 27 in the 
Plaza Hotel and Public Auditorium. 


* # * 


— by Eva Zeisel, creator of many well-known 
lines of modern china and earthenware, a completely 
new dinnerware service is being produced by the Hall 
China Co., East Liverpool, O., and will be distributed 
nationally by the Midhurst China Co., New York. It 
will be introduced by Midhurst next month at the Pitts- 
burgh Show in its display room at the William Penn 
Hotel. 

Up until now, Hall has not produced dinnerware for 
the general retail trade, although it has made such ware 
for certain mass distributors. It is best known for its 
decorated teapots. A special body has been devised for 
the new dinnerware, and Mrs. Zeisel has done a modeling 
with flowing lines and subtle decorations. 

Speaking of her work, Mrs. Zeisel expresses the belie! 
that a clean white color will replace the tones of ivory 
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which have been popular so long, and that young moderns 
are becoming more interested in decorated ware. She 
also believes that dinnerware should again be shown in 
open breakfronts and glassed credenzas, instead of being 
tucked away as purely utilitarian objects. 







. 
EVA ZEISEL 





KATHERYN HAIT 
DORFLINGER 





Distribution of American-made dinnerware is an in- 
novation for Midhurst, which imports ware from England 
and the Continent. And to take care of the promotion and 
advertising of all of the lines, Jonathan Higgins, presi- 
dent, has appointed Katheryn Hait Dorflinger. Mrs. Dor- 
finger was formerly a staff member and lecturer at the 
Cleveland Museum of Art, and more recently was asso- 
ciated with the Steuben Glass Co., conducting special ex- 


hibits and speaking to women’s groups and colleges. 


| gee nstaagsecomnertyl has been made by G. Brown Zah- 
niser, executive vice president of the Shenango Pot- 
tery Co., of New Castle, Pa., and by Louis E. Hellmann, 
president of Castleton China, Inc., of New York, that 
Shenango has acquired full ownership of Castleton. Both 
men have made it clear that no change in policies or op- 


eration is under consideration. 
* * * 


HIS table setting is included in the new 16 m.m. 


Kodachrome motion picture, “The Art of Keramos,” 
just released by the Franciscan Division of Gladding, 





McBean & Co., Los Angeles. The film, which has a sound 


track, runs 26 minutes and it is cleared for television. It 
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QResewood 


EARTHENWARE 


This extremely attractive and well-styled dinner- 
ware has been produced exclusively for us by the 
Sovereign Potters of Canada (affiliated with 
Johnson Bros., England). The shape is embossed, 
with inlaid white flowers on four solid-color bodies: 
azure blue, turquoise, wood-rose pink, and prim- 
rose yellow. 

RosEwoop will be available early in 1952 in open 
stock. 16-piece starter sets and 53-piece dinner 
sets will also be available at special promotional 
prices. If you can’t attend the Pittsburgh Show, 
our salesman will call to see vou shortly thereafter. 


See RosEwoop and other new imported dinner- 
ware lines in our display at the 


KEYSTONE CHINA & GLASS SHOW 
FORT PITT HOTEL, PITTSBURGH 
(PARLORS C and D) 
January 3-11, inclusive 


VA 







P.S. A very, very Merry Christmas 
to all our friends and customers. 


Exclusive U.S. Representative 


Fisher, Bruce & Co. 


One of America’s Largest Open Stock 
Dinnerware Houses 


221 Market Street, Philadelphia 6, Pa. 
1107 Broadway, New York 10, N.Y. 
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is available without charge for women’s clubs, personnel 
training courses, schools, etc. The picture traces the 
evolution of the ceramic arts-in past centuries up to the 


laboration of Ernest Sohn, originator of many new ideas 
in the gift field. Orenstein will act as exclusive selling 
agent for Ernest Sohn Associates, Inc., and several other 


present, when it shows the process of manufacture in the firms. 
Franciscan factories, and concludes with a series of table 
settings. 


* * * 


He is one of the table settings which appeared in 
the Herman C. Kupper, Inc., booth at the Homefyr. 
nishings Show held this fall in the Grdhd Central Palace 


% *% *% 


OHAN BEYER, president of the Orrefors Glass fac- 
tory in Sweden, spent a few weeks here this fall visit- 
ing the company’s representatives, Fisher, Bruce & Co., 
Philadelphia, and Axel Zacho, Los Angeles. During his 
visit, Mr. Beyer was in Cleveland for a special exhibit of 
Orrefors held at Potter & Mellen’s jewelry store early in 
November. During the exhibit, store executives gave a 
smorgasbord luncheon for Mr. Beyer and for Helen Doug- 
lass. of Fisher, Bruce. 

The latest issue of the Orrefors Review, published by 
the factory, is being sent to all customers in this country 
because of its special interest for Americans. The issue 
shows illustrations of Orrefors departments in several 
American stores, and also has photographs of the Ameri- 
can representatives, all of whom visited the factory within 
recent months. 





% % * 


ACK ORENSTEIN, general sales manager of Everlast 
Metal Products Corp., New York, is ending his part- 
nership in the company January | and will form a new 
company, Jack Orenstein Associates, Inc., with show- 
rooms at 225 Fifth Avenue. The firm will be devoted to 
the development and sale of new designs in home acces- 
sories. and in this Mr. Orenstein has obtained the col- 


of New York. The dinnerware is in Franconia china, im- 
ported by Kupper, used with Reizenstein glassware. 
% % + 
a & MILLER, INC., New York import house, 
has been named United States representative for 
the Beswick line of figurines and animal modelings, made 
in England. 








from FINLAND 
ARABIA of FINLAND 
Dinnewae... 


in set compositions 
and open stock 


Artware... 
aud 













New Imports of particular 
interest to Jeweler’s will 
; be shown at the 
rFKEYSTONE 
i CHINA & GLASS 
, SHOW 
Room 238 © Fort Pitt Hotel 
Pittsburgh 
ee gh ot January 3rd to I Ith 
ws 4 recs 5 : and at the 
=_ a | apne. CALIFORNIA 
A goes _ GIFT SHOW 
Room 461 * Alexandria Hotel 
Los Angeles 
January 20th to 25th 


We cordially invite 
your inspection 


WAERTSILA CO RPORATION e 225 FIFTH AVENUE «© NEW YORK 10, NEW YORK 
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Famous-Name Lines 
(From page 128) 


to play on it while it was driven around town. The truck 
was finally stopped in front of the store where the drawing 
was held.” 

One of the interesting visual promotions designed to 
expose residents to good dinnerware was firm’s ex- 
hibit at the Moniteau County Fair which is held in 
California. Some 1,500 persons were brought to the 
Strother booth with merchandise drawings, and each 
was handed leaflets publicizing leading tableware lines. 
Shelves of the 6x12-foot booth were well laden with 
popular patterns from the china, silver and crystal stock. 

Immediate selling power of well-turned-out window 
displays is recognized by the owners. The store front 
embodies two 8-foot long, and 3-foot deep windows, 
one of which is assigned permanently to silver, china 
and crystal. Decorating windows with tableware selec- 
tions of prominent brides-to-be has stepped up the sales 
tempo. 

“Window displays with a local flavor create a lot of 
interest which is beneficial to sales.” stated Mrs. Strother. 

A typical wedding window may include only a com- 
plete set of porcelain china with sterling fill-ins—the 
entire display built around the patterns selected by a 
local bride. 

“When a popular school teacher became engaged re- 
cently,” Mrs. Strother said, “we lost no time in setting up 
a window display of her eight place settings of china, 
crystal and silver. As an extra fillip, the window was 
decorated with a big heart. made of wallboard and 
covered with red velvet, and a miniature bride with tulle 
trimmings. Panel cards, inscribed in longhand, which 
reflect brand names of china, silver and crystal selections 
of the bride, are placed in wedding windows.” 

“Having merchandise in stock desired by the bride 
is the important factor in selling weddings,” Mrs. Strother 
devoutly believes. “Keeping an accurate record of what 
is sold in order to eliminate duplication is also important. 
Our sales for five recent weddings averaged $250. 

“In addition, we sell table settings of eight for numer- 
ous other occasions. Typical was a recent order of 
twelve iced tea glasses, twelve sherberts and an Early 
American cake service by a husband as a belated Valen- 
tine’s gift for his wife.” 

Friendship, rather than profits, is the essence of this 
operation. This is reflected in the firm’s activities in 
showing commercial and comedy movie film at county 
Parent-Teacher association meetings. 

“We plan an evening of movies at meetings of church 
and P.T.A groups,” explained Mrs. Strother, “using film 
furnished by International Silver and the Fostoria Glass 
Company combined with one comedy and a travel film. 
Films like ‘America’s First Silverplate’ and ‘The Eternal 
Gem’ earn heavy applause at these affairs. 

“We never commercialize on these visits but they help 
achieve what we regard as the most valuable commodity 
of any business—a favorable relationship with the people 
in the territory.” 

Wedding gifts are delivered by the firm to the bride’s 
home at the propitious moment and the store also 
furnishes hand-engraved enclosure cards for the con- 
venience of customers. 
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i The Season Ss Greetings 
to You! 


.. AND A 
| PROFITABLE 


| NEW YEAR, 
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—_ ~ 
May the merry ringing 
of cash registers be with you J : 
all during 1952 . . when 
you stock, feature and SELL 


Castleton China! 

Brimming over with 

excitingly different designs, 
patterns and contours. . 
Castleton is today’s trend-setting 
leader in fine quality china. 
Stock up on sparkling Castleton 
. . benefit from the forceful 
nation-wide promotions in 
work for ‘52 . . and CASH IN 
on a most happy and 


prosperous New Year! 


»- BE SEEING YOU 
AT THE SHOWS! 


PITTSBURGH — Jan. 3-11 
CHICAGO — Feb. 4-15 
DALLAS — Feb. 17-22 
ATLANTA — Jan. 20-23 





JIC 


CASTLETON CHINA 


CASTLETON CHINA, .. 


212 Fifth Avenue, New York 10 
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t H _ghNCONiA CHIN, 
















uP | NOW! — successfully retailed by prominent 
and UP J | d iy Sh 
in consumer ewelers and Specialty Shops — 


appeal... | FRANCONIA CHINA—7 he Continent's Finest 
Franconia | «+» GeSigned for contemporary living with charm- 

cuwa | ing designs for modern and traditional table 
dinnerware appointments, offers 6 new patterns 
-.-over 40 | gt moderate prices: 


Pallets | URSULA © SYCAMORE © ROSE GARDEN 


in New York 


Stock HAWTHORN * MANDARIN ¢ WOODLAND 
, Displayed at the 
See them: | KEYSTONE CHINA & GLASS SHOW 


It will Fort Pitt Hotel, Pittsburgh, Pa., January 3rd to 11th 
pay you! | -»- With numerous other PROVEN SELLERS. We 


urgently recommend a visit to our exhibit. 





Herman C. Kupper, Inc. 


39-41 West 23rd Street New York 10, N_Y. 




















"The Best From 
All the World’ 





PITTSBURGH 
JANUARY 3-11, 1952 









HOTEL 
FORT PITT 





Sie 


HOTEL 
FORT PITT 






Exhibits 
on Nine Floors 






HOTEL 
FORT PITT 


J. ANDREW SQUIRES, MGR. 
23 E. 26th St., N. Y. 10, N. Y. 














































“Black & Gold Fantasy” ~~ 
by ROYAL VIENNA AUGARTEN = ry 





A light-hearted pattern hand 
painted in black and gold on the 
pure white ground of famous 
Royal Vienna Augarten china. 
Available in open stock, com-_ This century famed 


hallmark appears on 


j i every piece of R 
plete dinner services. quty vies Sf tae 


Shadeen Art Importing Co. Srai 


225 Fifth Avenue Room 1225 New York 10, N. Y. 
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STAMPS 
Fountain Pens 
Leather Goods 










Writing Papers 
Book Matches 
Napkins 
Gift Items 




















Os One 
SEER 


Over 15,000 jewelers, stationers 

and gift shops are today success- 

fully using Kingsley’s Machine 

to promote sales, Its proven , ‘ 

speed, simplicity and ease of on ee 
| operation assure you of | 4 gee 
= extra ane i 
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FOR FUTURE 
PROFITS? 


34th California Gift Show 


“THE INTERNATIONAL MARKET” 





January 20-29 © Sun. thru Fr 
Los Angeles 


Merchandise Mart, Brack Shops 


Tale Ihaleltlol ms isleh daelelik 
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Alexandria and Biltmore Hotels 








GO de since 1770 


THE VWFINE ENGLISH 


DINNERWARE 


COPELAND 
ge 
‘Ss "OD 
sell | 
ENGLAND 


Fine English Earthenware 








e . SPOUE 
LA 
English Bone China COPetancs cHina 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


© 
IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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FRADE-MARKS 
of the Jewelry 
and Kindred Trades 





When a sales opportunity knocks... 
in the form of a query about a brand 
or a trade mark or who-made-this-and- 
how-can-l-match-it . .. do you have 
the answers—fast? 


You can, if you have the newest edi- 
tion of the handy book that leading 
jewelers have used for half a century 
.» + TRADE MARKS OF THE 
JEWELRY AND KINDRED TRADES. 
The new sixth edition has many new 
trademarks and trade names... 
sterling and silver plate pattern names 
and thousands of watch names, in 
388 pages—carefully indexed and 
cross-indexed so that you can find 
them quickly. 











~ ORDER YOUR 
COPY NOW 


TRADE-MARKS OF THE JEWELRY 
AND KINDRED TRADES, 


new sixth edition $7.50 


postage prepald 


Order your copy today and have 
all the resources of the jewelry field 
at your fingertips. 


—sUeEe—_ eo ————— — —— j= jos =a 4 se 


THE JEWELERS’ CIRCULAR-KEYSTONE 

100 East 42nd Street, New York 17, N. Y. 

Enclosed find check money order for my copy. It its under- 
stood that if | am not completely satisfied, | may return it after 
10 days’ trial, and receive my full money back. 





eee eeeeeeveeeeeeeeveeeeeeeeeveeee eee GCeeeeveeeeeeeeeeeeeeeeveeeeeeeeeeeeee 


eset eevee eeveeveeeeeeeeeeveeevneeereeoer eee eveoeevneweeeneeeevr eae eee weave eevee eeee eevee 


DEED icsnikendsiadeanteacniadeds send kecebeeesneeeiueaeeeannn 
TRIAL OFFER...Money back if you do not believe this book is essential to your business, 


FOR DECEMBER, 1951 









































LIGHT THAT 
NEVER FAILS! 


Press—it lights; 
Release—it’s out! 


DVERTISED in LIFE, LOOK, COLLIER’S, SATURDAY 
EVENING POST, ESQUIRE and QUICK plus tele- 

vision advertising in key cities. 

New attractive window display cards holding a 
14 doz. Regens lighters for faster selling. Order 
your supply early. 

Look for Regens name on each lighter— fully 
guaranteed—don’t accept substitutes. 

Available in nickel, chrome, enamel, etched, 
rhodium or gold plate finish; $1.50 to $5.00 retail. 
Table models in attractive designs, $3.00 retail. 





For best results use Regens Flints and Fluid! 


Regens Lighter Corporation 
2 E. 46th St., New York,N.Y. 
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MORE CONFUSION ON THE EXCISE FRONT. The new excise taxes at the manufacturer's 
level which went into effect on November 1, covering lighters, pens and pencils 
not previously covered by the 20 per cent retailers' tax, have caused a new 
flurry of confusion on the part of wholesalers and retailers regarding markups. 
Many of the manufacturers hit by this tax are billing their distributors the 
amount of the tax as a separate item on their invoices. Thus, though OPS alloys 
the wholesaler and retailer to apply their normal markup to the cost—plus tax 
total, this policy on the part of the manufacturer makes it necessary that their 
distributors pass along only the dollar-—and-—cents amount of the tax with no 


return on this increased cost of acquisition. 


ANOTHER PRICING HEADACHE. This new tax imposes more confusion on the part of the 
jeweler in that the tax does not apply to merchandise that was purchased, 
invoiced or shipped before November 1. Thus a jeweler will find himself with 
two prices for the same article--—a no-tax price for a lighter, for example, 
that he had in stock previous to November 1, and a higher tax-—included price 
for the same model lighter bought after that date to fill out his stock for 


Christmas business. 


JULY-SEPT. EXCISE COLLECTION UP. Retail jewelry excise tax collections are up 
approximately 12 per cent in the period from July 1 through September 30, 
this year as compared with the same period in 1950. This from the latest 
report received last month from the Treasury Department. Tax collections on 
jewelry at the retail level for September 1951 showed a decrease of $ of one 


per cent from September last year. 





FAIR TRADE COUNCIL TO FIGHT FOR ENFORCEABLE LAW. At a meeting on November 8 at 
the Waldorf-Astoria in New York, the American Fair Trade Council pledged an 
all-out fight to persuade Congress to enact legislation that would make fair 
trade enforceable. No conclusion was reached however, as to just what form 


the legislation would take. Meanwhile 





COMPLEXITY OF THE FIXED-PRICE PROBLEM. An example of what confronts those seeking 
enforceable fair trade legislation was the recent indictment by a Federal Grand 
Jury of a trade association, four wholesalers and three chain store retailers 
in the drug field. The indictment alleged that the defendants agreed not to 
sell or offer for sale drugstore merchandise at prices lower than those fixed 
by manufacturers in resale price maintenance contracts to which the defendants 
are not parties. It was further alleged that a committee of the defendants and 
others was formed to prevent price cutting by retailers and that the defendant 
wholesalers agreed to refuse to sell retailers who cut prices. Collusive action 
to fix and maintain prices has no sanction of law and has been repeatedly con- 


demned by the Supreme Court. 
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Ring Manufacturers. 
Review Year-Round Sales 


Plan Presented by JIC 


A representative group of ring manu- 
facturers met in New York on No- 
vember 7 to review and approve steps 
taken by the Jewelry Industry Council in 
developing the year-round sales program 
and publicity campaign designed to in- 
crease the sale of stone, emblem, and 
signet rings for men, women and children. 

Leonard Shiman, Shiman Manufacturing 
Co., Newark, N. J., acted as chairman. 
Unanimous approval of the Council’s over- 
all plan was expressed, and a steering 
committee was appointed to resolve techni- 
cal questions. 

Those present at the meeting of ring 
manufacturers on November 7. were: 
Nicholas Anitole, Ostby & Barton Co., Inc.: 
Frank Budlong and Charles E. Slocum, 
Budlong, Docherty & Armstrong; Stanley 
Church, Church & Co.; Leo Davidson, 
Davidson & Sons Jewelry Co., Inc.; A. 
Foss, Baden & Foss Co.; E. B. Kartzmer, 
Stern & Stern, Inc. 

Also: T. F. Schraft, Wefferling, Berry 
& Co. Inc.; Leonard Shiman, Shiman 
Mfg. Co., Inc.; I. Stern, Stern Mfg. Co.: 
James Theise, Acme Ring Mfg. Co., Inc.: 
Walter Untermeyer, Jr., Untermeyer, Rob- 
bins & Co.: H. S. Wandele, Larter & Sons. 

Messrs. Meurice H. Fried, of the Star 
Ring Mfg. Co., Buffalo, and Mel Benstock, 
of the Benstock Ring Mfg. Co., Buffalo, 
and F. B. White, of the J. J. White Mfg. 
Co., Inc., Providence, reported just prior 
to the meeting that flying conditions made 
it impossible for them to be on hand. 


TECHNICALITIES FORCE DELAY 


A. E. Haase, the Council’s president, 
presented the background for the plan, as 
approved by the Board of Directors. In 
working out the proposed year-round sales 
plan for retailers, Mr. Haase reported that 
research and editorial work had _ been 
steadily carried forward for four months in 
the sales promotional, advertising and 
publicity areas, and that the Council’s 
work was in such shape that it could have 
had the ring sales program ready to put 
M operation on January 1 had not some 
technical questions arisen on which the 


industry’s decisions were highly desirable. 


At the conclusion of the ring manufac- 
(Please turn to page 145) 
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Flurry of Confusion 


One of the most important Government 
rulings on the new manufacturers’ excise 
tax on jewelry items has probably been 
overlooked by most jewelers. The ruling, 
recently passed by Congress and known 
as the Herlong amendment to the Defense 
Production Act, prohibits OPS from deny- 
ing any retailer or wholesaler his cus- 
tomary markup. 

Under this amendment, wholesalers and 
retailers wh» have traditionally listed ex- 
cises separately and passed them on to 
the customer only on an actual dollars- 
and-cents basis are not permitted a_per- 
centage markup. (An example is gasoline 
retailing). li cases where resellers have 
customarily taken their markup on_ the 
total of the manufacturers’ price plus the 
excise taxes, percentage markups on the 
total amount are permitted. 

Prior to passage of the new tax bill, 
which included the new 15 per cent tax 
on non-precious metal lighters, pens and 
pencils, all jewelry store items with the 
exception of cameras and electrical appli- 
ances had been subject to the excise tax 
at the retail level and most jewelers found 
it advantageous to incorporate the tax in 
the advertised selling price. 

Since the new tax bill was passed, how- 
ever, the majority of manufacturers whose 
products have been affected by it have 
asked resellers to pass on the bare tax 
without markups; offering the merchan- 
dise to their customers at the list price, 
and separately noting the amount of tax. 

In following this latter pricing policy, 
manufacturers are establishing a precedent 
that might be regarded by the Office of 
Price Stabilization as traditional for the 
jewelry industry as a whole as far as 
manufacturers’ excises are concerned. In 
the event that additional excises were 
imposed on jewelry at the manufacturers’ 
level, the industry might be forced to 
follow the precedent now being established. 
In any event the presently indicated trend 
of manufacturers, in separately listing the 
price and the manufacturers’ excise tax, 
will add confusion to the jewelers’ sale 
of differently taxed items. For example, 
where a customer is looking at a non- 
precious metal lighter, or non-precious pen 
or pencil and then moves over to a 
precious metal piece, the jeweler will be 
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New Manufacturers Excise Tax Creates 
on Markup Policies 


confronted with the difficulty of explaining 
the reason why one item is priced plux 
tax while the other is quoted at the tax 
included price. 

For these reasons, apparently, the Na- 
tional Wholesale Jewelers Association, in 
a recent memorandum to members, sug- 
gested that they immediately direct the 
attention of manufacturers to the cus- 
tomary practice of basing the markup on 
the net invoice cost, including the excise 
tax. The NWJA pointed out that the OPS, 
in Amendment 23 to GCPR, clearly per- 
mits a markup on the manufacturers’ 


excise tax. 


ANALYSIS OF NEW TAX 


For those retailers who are not entirely 
clear on just how the new tax will operate, 
here, in as concise form as possible, are 
the details: 

Under the provisions of the new tax 
bill, effective November 1, 1951, a 15 per 
cent manufacturers’ Federal excise tax is 
applicable to: 

(1) All mechanical lighters for cig- 
arettes, cigars and pipes heretofore not 
subject to the Federal excise tax. Lighters 
made of or finished in precious metals, 
already subject to the 20 per cent Fed- 
eral retail excise tax, and lighter acces- 
sories, are NOT affected by the new manu- 
facturers’ Federal excise tax. 


(2) All fountain pens, ballpoints, me- 
chanical pencils, desk pens and desk pen- 
cils heretofore not subject to the Federal 
excise tax. Fountain pens and mechanical 
pencils made of or plated with precious 
metals, already subject to the 20 per cent 
Federal retail excise tax, are NOT affected 
by the new manufacturers’ excise tax. 
Also exempt from the manufacturers’ tax 
are pen and pencil parts and accessories. 
This includes ball pointer cartridges and 
ink. Desk set bases will not be subject 
to tax, but the fountain pens, themselves, 
will be subject to the 15 per cent tax. 


Retailers are strongly advised not to 
markup their pre-November Ist inventory 
of fountain pens, mechanical pencils and 
lighters to include the 15 per cent manu- 


(Please turn to page 144) 
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Manufacturers’ Excise 


(From page 143) 


facturers’ Federal excise tax. If such a 
markup on pre-November Ist inventory is 
represented as tax, the retailer will be in 
direct violation of Section 3325 of the 
Internal Revenue Code and subject to a 
misdemeanor fine of $1000. 


One major headache caused by the new 
manufacturets’ excise tax is that it puts 
many jewelers in the position of charging 
two prices for the same article. The 
jeweler must charge a lower consumer 
price for all taxable merchandise pur- 
chased, shipped and invoiced before No- 
vember Ist and a higher plus-manufactur- 
ers’-excise-tax price on inventory bought 
after that date. The invariable result is 
painstaking record-keeping by the jeweler 
to keep the two inventories separate. 


OPS RULING ALLOWS MARKUP 


Manufacturers, wholesalers and retailers 
are permitted, under a series of amend- 
ments issued October 3lst by the Office of 
Price Stabilization, to reflect changes in 
the manufacturers’ excise taxes which be- 
came effective November Ist. 





These new amendments drafted by the 
OPS have: 

(1). Made it clear that manufacturers, 
whether under the General Ceiling Price 
Regulation or some regulation like the 
general manufacturer’s order (CPR 22) or 
the machinery regulation (CPR 30), can 
pass along increases in excise taxes and 
must reflect the amount of any reduction 
or elimination of such taxes. 

(2). Have made it necessary that manu- 
facturers who have listed excise taxes 
separately in the past continue with that 
practice in the future. 

(3). By amendment to the GCPR, per- 
mitted wholesalers and retailers to obtain 
their existing percentage markups on the 
new costs (including excise taxes) result- 
ing from changes at the manufacturing 
level, except in certain specified cases 
where it is established that it was the cus- 
lomary practice of the industry to pass 
through only the exact dollars-and-cents 
amount of an excise tax. This will result 
in increases in ceilings where new taxes 
are added or increased. 

Following below, in outline form, is a 
resume of the markup policies of various 
manufacturers of lighters, pens and pen- 
cils on the new manufacturers’ Federal ex- 
cise tax: 





TRABERT & HOEFFER ANNOUNCE STOCK TRANSFER 








Four of the rrincipals involved in the recent stock transaction at Trabert & Hoeffer-Mau- 

boussin, exclusive New York jewelry firm, are shown above. They are, left to right: G. Dewey 

Sullivan, vice president; Wm. Howard Hoeffer, president; Walter E. Leonberger, treasurer, 
and L. Teddy Cohn, secretary. 


A syndicate formed by employees of 
Trabert & Hoeffer-Mauboussin, exclusive 
Park Ave., New York jewelry house, re- 
cently purchased stocks from Wm. Howard 
Hoeffer, president and formerly sole stock- 
holder. The stock redistribution in this 
internationally famous jewelry house was 
consummated November lst. The firm is 
now controlled jointly by Wm. Howard 
Hoeffer, president; G. Dewey Sullivan, 
vice president; Walter E. Leonberger, 
treasurer; L. Teddy Cohn, secretary; Le- 
Roy B. Gurd and John J. Martin, presi- 
dent and vice president respectively of ihe 
Chicago branch store. 

Under the new arrangement there is 
no majority stockholder, each person be- 
ing a minority holder. 

The board of directors has announced 
that the store will continue to adhere 
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stringently to desirable policies established 
in the past. Merchandise will remain in 
the high grade category. Mr. Sullivan 
stated emphatically that the company will 
endeavor to maintain its recognized posi- 
tion as a style creator and leader. 

At the last board of director’s meeting 
it was decided to initiate a more aggres- 
sive advertising campaign, one that would 
reflect the dignity and quality of the firm. 
The campaign, still in the planning stage, 
will include advertising in class maga- 
zines, newspapers, and the printing of mail- 
ing pieces. 

Trabert & Hoeffer-Mauboussin, with 
branch stores in Chicago and Miami, main- 
tains its New York store in a fashionable 
and exclusive residential district. Patron- 
age is derived primarily from a wealthy 
clientele. 








THE PARKER PEN CO.: The retai) 
jeweler will add to his selling price only 
the amount of the tax he has actually paid 
to Parker. In other words, retailers are 
asked to retain their current retail Price 
and to add the required tax to the selling 
price. 

L. E. WATERMAN CO.: The 15 per 
cent tax will be added separately to the 
net amount of each Waterman invoice. The 
retailer will, again, add to his selling price 
only the amount of tax he has actually 
paid to Waterman. The firm anticipates 
that it will be in a position to adopt a 
new policy allowing the dealer to take his 
normal markup on the tax. A permanent 
policy for 1952 will probably be announced 
sometime in December. 


NORMA PENCIL CORP.: Only five 
lower-priced Norma models are affected 
by the new manufacturers’ excise tax. Op 
these five models, the company has estab. 
lished new and higher retail prices which 
include the 15 per cent tax. Despite the 
increase in the retail prices, Norma js 
absorbing part of the tax and is allowing 
resellers the usual discounts. 


W. A. SHEAFFER PEN CO.: Regard. 
less of the discount at which dealers buy 
Sheaffer products, the tax will be com. 
puted on the basis of list less 50 per cent. 
Here, once again, the retailer will add 
only the actual amount of tax paid to 
Sheaffer to his current retail price. 


EVANS CASE CO.: The company will 
absorb all or part of the tax in an effort 
to maintain present retail prices where 
possible. This new pricing program in- 
cludes the tax and continues to give whole- 
salers and retailers their regular profit 
markup. 


ZIPPO MANUFACTURING CO.: The 
tax on Zippo lighters affected by the new 
manufacturers’ excise levy will be invoiced 
by the firm’s distributors as a_ separate 
item and is to be passed along without 
markup to the retailer and consumer. 


RONSON ART METAL WORKS, INC:: 
Ronson announced recently that their 
present Fair Trade prices remain un- 
changed. The actual amount of tax paid 
to Ronson by the retailer is to be added 
to the regular retail selling price without 
any markup. 

BEATTIE JET PRODUCTS, INC: 
Beattie is following a policy of pricing 
that will allow the retailer to base his 
markup on the net invoice cost which will 
be billed to him including the manufac: 
turers’ excise tax. 





Fair Trade Council Meets 
Re-elects Anderson President 


An all-out drive to persuade Congress 
to enact legislation making Fair Trade 
laws enforceable was pledged by the 
American Fair Trade Council November 
8th at that organization’s annual meeting 
held at New York’s Waldorf-Astoria Ho- 
tel. The organization, however, failed to 
indicate what specific measure or mea 
sures it advocates. 

Re-elected as president of the American 


(Please turn to page 145) 
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Re-elected NEMJ & SA President 

Edgar E. Baker was re-elected president 
of the New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association at the first 
meeting of that group’s newly-elected 
board of directors held on October 25th. 


EDGAR E. BAKER 





This is Mr. Baker’s third term in the 
ofice of president. He was originally 
elected in October, 1949. He has been 
affiliated with the association for more 
than 25 years as member, director, trea-- 
surer and president. 





JIC Plans Ring Promotion 
(From page 143) 


turers’ meeting the following members 
were appointed to the steering committee: 

N. Anitole, Ostby & Barton Co., Inc.; 
Mel Benstock, Benstock Ring Co.; Stanley 
Church, Church & Co.; Leo Davidson, 
Davidson & Sons Jewelry Co., Inc.; Mau- 
rice H. Fried, Star Ring Mfg. Co.; Al 
Foss, Baden & Foss Co.; Buster Goodman, 
1. B. Goodman Co., Cincinnati, Ohio; Fred 
K. Hahn, Helm & Hahn Co., Inc.; E. B. 
Kartzmer, Stern & Stern, Inc.; Leonard 
Shiman, Shiman Mfg. Co., Inc.; Fred 
White, J. J. White Mfg. Co., Inc. 

It was further agreed that Leo Davidson, 
as representative of the ring manufactur- 
ing group, should attend a meeting on 
November 14 with representative stone im- 
porters and dealers to review the results 
of this meeting and invite representatives 
from the stone dealers and importers 
group to attend the meeting of the steer- 
ing committee on November 20. 

On November 14, at the clubroom of the 
24 Karat Club, representatives of the 
Jewelry Industry Council met with repre- 
sentative stone dealers and_ importers. 
Those present were as follows: Irving 
Brown, Jr., Linde Air Products Co.: 
Robert L. Dreher, Dreher Bros. & Wider; 
James A. Drilling, James A. Drilling Co., 
Inc.; Ina Gerstle, Max Schuster; Andrew 
B. Heinzman, H. R. Benedict & Sons, Inc.; 
George Heller, Heller Hope Co.; Lloyd V. 
Lassner, Lassner & Lassner, Inc., and sec- 
retary of American Stone Importers Asso- 
ciation, Inc.; Edward Lembeck, Lembeck 
& Bros.; Anthony Mastaloni, Anthony 
Mastaloni & Co.; John N. McCracken; 
Richard C. McNeely, National Lead Com- 
pany; Henry Schwab, Henry Schwab 
Lapidary, Inc.; E. A. Starke, Edward A. 
Starke, president of American Stone Im- 
porters Association; C. F. Winson: Leo 
Wolleman, Leo Wolleman, Inc. 

Leo Davidson, acting as chairman of the 
meeting, explained the views of stone, 
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emblem, and signet ring manufacturers, 
and suggested that, after a presentation 
and review of the plan, a steering commit- 
tee be appointed by the stone dealers and 
importers present. This committee, he 
stated, would then meet with the steering 
committee of ring manufacturers on No- 
vember 20 for joint resolution of all tech- 
nical problems. 

A steering committee for the stone deal- 
ers and importers was then appointed by 
voice vote, as follows: 

Robert L. Dreher, Dreher Bros. & Wider; 
James A. Drilling, James A. Drilling Co., 
Inc.; Andrew B. Heinzman, H. R. Bene- 
dict & Sons, Inc; George Heller, Heller 
Hope Co.; Edward Lembeck, Lembeck & 
Bros.; Anthony Mastaloni, Anthony Masta- 
loni & Co. 





Fair Trade Council Meets 
(From preceding page) 


Fair Trade Council at a meeting of the 
board of directors was John W. Ander- 
son. Mr. Anderson has served as Council 
president since 1945. 

All 1950 officers in addition to Mr. 
Anderson were returned to office for the 
coming year. These include: W. D. Evans, 
Elgin National Watch Co., vice president; 
Robert O. Thomas, W. A. Sheaffer Pen 
Co., treasurer, and Joseph S. Hoover, The 
Hoover Co., secretary. 





q Charles Haven, of the sales department, 
Elgin National Watch Co., Elgin, IIl., 
visited New England for the first time 
recently. 
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‘Fair Trade’ is Main Topic 
At Jersey Jewelers Confab 


Despite competition from two other 
jewelers’ affairs on the same evening—one 
in New York and one in Asbury Park— 
members of the New Jersey Retail Jewel- 
ers Association staged a successful pre- 
Christmas conference and banquet Novem- 
ber 4th at the Essex House in Newark. 

With William Schoppy, president of 
the New Jersey RJA, presiding, approxi- 
mately 75 attended the afternoon confer- 
ence at which time Oscar Kind, Jr., re- 
gional vice president of the American 
National Retail Jewelers Association, em- 
phasized the importance of jewelers mak- 








ing a unified national front, on matter of 
taxes and other pertinent matters, through 
cooperation with the national association. 
Mr. Kind stated that the Fair Trade prob- 
lem is being steered in the proper channels 
by ANRJA and made a plea for better 
cooperation between state organizations 
and the national organization. 

Charles M. Isaac, executive vice presi- 
dent of ANRJA, made his initial appear- 
ance before the New Jersey group, touch- 
ing on subjects of price control, Fair 
Trade and other matters of general im- 
portance. 

Louis Haimann, of Morristown, chair- 
man of the New Jersey RJA legislative 
committee, reported that he had made a 
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contact in Washington, in the interests 
of “small business,” particularly on pro. 
moting OPS de-control in various service 
phases associated with the jewelry busi. 
ness. 

Another guest speaker, Jack Debus, ex. 
ecutive secretary of the New Jersey Phar. 
maceutical Association, outlined the actiy. 
ity of the drug industry in New Jersey 
in behalf of Fair Trade. 

Colonel Daniel DeBrier, deputy  attor. 
ney general of New Jersey and legal 
counsel for the association, commented op 
the efforts of the group in promoting Fair 
Trade. He announced that along with 
President William Schoppy and _ Louis 
Haimann, New Jersey jewelers would he 
represented at the annual meeting of the 
American Fair Trade Council in New 
York City on November 8th. 

An elaborate cocktail party followed jn 
the evening as a prelude to an enjoyable 
dinner, dance and entertainment attended 
by more than 100 retailers, manufacturers 
and representatives of the jewelry industry. 


STARRING ON BROADWAY 
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Ginger Rogers, star of the new Broadway 
comedy "Love and Let Love." and Tom 
Helmore, pause by a dinner table set with 
Community silverware's gracious pattern 
"Morning Star" during a scene in the play. 
The Morning Star pattern was selected by 
author-director, Louis Verneuil, for this 
scene in his comedy which is now playing 
at the Plymouth Theatre in New York. 


JIC Promotion Dates for 1952 


The Jewelry Industry Council, 608 Fifth 
Ave., New York, has announced the fol- 
lowing dates for four of the nationwide 
promotions which it will sponsor and 
coordinate in 1952. They are: 

“The Silver Parade” 

April 24 to May 3, 1952 

“The Diamond Exhibit” 

June 5 to June 14, 1952 
“Tt’s Watch Inspection Time” 

September 11 to September 20, 1952 
“The Watch Fashion Parade” 
October 30 to November 8, 1952 

In addition to the foregoing promotions 
the Council will coordinate and sponsor in 
1952 a year-round promotion for stone, 
emblem and signet rings. 
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Present Succeeds Straus 
As Arizona RJA President 


Paul Present of Phoenix was elected 
president of the Arizona Retail Jewelers 
Association ai the annual convention of 
that group held October 21st at the Pio- 
neer Hotel in Tucson. He succeeds Mal- 
colm Straus of Phoenix. ; 

Other officers elected were: Albert Fire- 
stein, Phoenix, vice president, and Mort 


participating manufacturers, Sacks _ re- 
ported early in November. 

The October and November meetings of 
this group were closed, with store owners 
only invited. Among the subjects dis- 
cussed at these sessions was the observance 
of retail selling agreements with manufac- 
turers. Manufacturers who have _ taken 
steps to maintain the prices of their mer- 
chandise despite the Supreme Court deci- 
sion on Fair Trade were commended by 


Madison Square Garden on the evening of 
November 19th. Proceeds of the gala show 
went to the United Jewish Appeal of 
Greater New York to further the work of 
rescue, relief, rehabilitation, and Israel re- 
settlement overseas and of refugee aid and 
the defense of human rights at home and 
abroad. 

Mr. Pinza’s appearance was in_ the 
nature of a complete half hour concert. 
He sang songs from his operas, from 
“South Pacific” and the films. 





Tuller, Tucsen, secretary-treasurer. the assuciation. 

Elected as directors were: Howard Sand- 
ers, Prescott, Northern district director; 
Edward Weiner, Yuma, western district 
director; John Funk, Phoenix, central 
district director; Adolph Cubitto, Safford. 
eastern district director, and Bela Weis, 
Tucson, southern district director. 

Guest speaker at the convention was 
Floyd A. Denman of Stuttgart, Ark., who 
delivered an interesting and well received 
address on the study of gemology. Mr. 
Denman is vice president of the South- 
western Region of the American National 
Retail Jewelers Association. Other conven- 
tion addresses dealt chiefly with the Office 
of Price Stabilization and the Wage Sta- 


bilization Board. 


——— 


Pinza Sings at UJA Benefit 


Ezio Pinza, star of opera, stage and 
motion pictures, joined a glittering galaxy 
of other stars who appeared at the 18th 
annual “Night of Stars” at New York’s 





q After 20 years’ activity in the retail 
jewelry field in Detroit, Max Gutman has 
moved to Inglewood, Calif., where he has 
opened a new jewelry store to be known 
as Maxson Jewelers at 119 N. Market St. 


a 











Fun and Frolic Highlights 
California 24-K Club Banquet 


Upholding a six-year tradition, the sixth 
annual dinner-dance of the 24 Karat Club 
of Southern California, held in the Em- 
bassy Room of the Ambassador Hotel in 
Los Angeles, found several hundred jewel- 
ers, wives and guests enjoying what has 
become the social highlight of the year 
in the industry. 

Joint chairmen for this year’s event were 
Jules Lindenbaum and Herman Siegel, who 
banned all speeches and traditional busi- 
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ness touches from the floor. Only exception OLD GOLD 
to the rule was the brief word of welcome SILVER FROM YOUR OLD GOLD AND SWEEPS 
extended by Emanuel Lippett, club presi- 
dent, to the assembled cuccts, Past orevi. | AND PLATINUM 
ent, to the assembled guests. Past presi We make use of the most modern, efficient metal- 
dents of the club, Ben Shapiro, Walter GOLD FILLED SCRAP lurgical e This r It i ximum 
Dorrer, Max Strasburg, Jules Lindenbaum WATCHES — elec = we viene vie " : 
d Frank Stirling refinery recovery of metals ordinarily lost in the 
and Frank Stirling, were accorded special MOVEMENTS 
; aa a | ae form of smoke, vapors, or gases, and enables us 
mention, as was honorary member Nat ; 
eacine SWEEPINGS to make maximum payment. Furthermore ... 
Continuous music was provided for the FILINGS e Our accurate scientific assay determines maxi 
evening’s dancing by the orchest f 
a eo POLISHINGS mum values... 


Manny Harmon and Chico who alternated | 


on the bandstand. Frank Fontaine, radio Our Check Will Be 


Mailed Promptly e We buy the metals for our own manufacturing 


and television comedian, The Nicholas 
; S 
Brothers, dance artists, and songstress | use, and omens can afford to pay top market 
Jinny Jackson were featured in the enter- prices at all times ... 
a Your shipment will be e The middleman’s profit is eliminated, because 


returned intact if our 
check is not entirely 
satisfactory. 


At the end of the evening’s festivities, 
ladies attending were presented with table 
lighters as souvenirs of the event. 


we pay you direct — and in full. 





Results of Cooperative Ad 
Campaign Termed ‘Excellent’ We ae 


Benjamin L. Sacks, executive secretary 
and counsel for the Jewelers’ Association 
of Greater Chicago, reports that early re- 
sults on this group’s cooperative advertis- 
ing campaign are excellent. Almost every 
member of this retailer group has received 
several inquiries as a direct result of the 
Newspaper advertising in cooperation with | 


GOLDSMITH BROS. SMELTING & REFINING CO. 


109 N. WABASH AVE., CHICAGO e 74 WEST 46th STREET, NEW YORK e MICHIGAN BUILDING, DETROIT 
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R. |. Jewelry Plants 
Get Meagre Defense Orders 


Defense business for which the Rhode 
Island jewelry industry has long been 
waiting appears to be just in the offing. 

Metal working shops in that area are 
becoming increasingly busy with defense 
work, but up to now there was little that 
the jewelry group could fit into its program. 

One large prime contractor in Provi- 
dence, however, foresees the placing of 
many contracts by various procurement 
agencies that will entail sub-contracting 
to which the jewelry industry will be able 
to convert. 





Jewelry makers in the Rhode Island- 
Attleboro area converted about 70 per cent 
to war work during World War II and 
were credited with fine performances. 

When the Korean situation developed 
the industry—through its trade organiza- 
tion, the New England Manufacturing 
Jewelers’ & Silversmiths’ Association—went 
to Washington with an industrial mobiliza- 
tion plan that was very favorably received. 
Some officials termed it worthy of becom- 
ing a model plan for many industries. 

Since that time the association has pub- 
lished a booklet outlining the World War 
II activities, listing the items then made 
and pointing up the defense work poten- 
tialities of the industry. 

Neither of these approaches to the prob- 
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lem have brought results to date. Defense 
work in the industry is meagre. Prime 
contractors have been busy tooling up for 
their defense activities and in large meg. 
sure have been able themselves to tum 
out the work involved. The work they 
have farmed out called for equipment not 
usually found in jewelry shops. 

But the defense program—as it relates 
to the metal-working industry—is hegin. 
ning to get into high gear. 

The avaliability of such work for the 
jewelry plants will be exceedingly welcome 
because raw materials for their normal 
product are hard to get and their use js 
sharply limited. 

This, coupled with light demand for 
jewelry due to the inventory position of 
wholesalers and retailers, has reduced 
volume for the industry. The first two 
weeks of November were quiet as con- 
trasted to the feverish activity that usually 
marks the last two weeks of manufacturing 
schedules prior to the close of the pre- 
Christmas season. Plants have been happy 
to procure sufficient orders to keep their 
normal staffs on a 40-hour work schedule. 
There has been little hiring of additional 
help in the last stages of the fall season. 


JIC Releases Report of 
Nominating Committee 


The Jewelry Industry Council has re- 
leased a report of the Nominating Com- 
mittee, of which B. M. Getman, vice-presi- 
dent of The Gorham Co., is chairman, on 
its recommendation for candidates to fill 
vacancies occurring in the Council’s board 
of directors at the end of this current year. 

Retailer candidates named by this com- 
mittee are: Maurice Adelsheim, Sr., S. 
Jacobs Co., Minneapolis, Minn.; M. J. 
Brown, Scott Jewelry Co., Lowell Mass.; 
Irving Chayken, Armstrong’s, Hammond, 
Ind.; H. A. Goldberg, Cooper’s, Inc., Ports: 
mouth, Va.; Leo F. Henebry, Henebry’s, 
Roanoke, Va.; Cecil D. Kaufmann, Kay 
Associates, Washington, D. C.; Victor A. 
Lambert, Lambert Bros., Jewelers, New 
York, N. Y.; H. Victor Paul, Wiss Sons, 
Inc., Newark, N. J.; James Rudder, Claude 
S. Bennett, Inc., Atlanta, Ga.; Bernard 
G., Rudolph, Rudolph Bros., Syracuse, 
N. Y.; Samuel Schwartz, Charles Schwartz 
& Son, Washington, D. C. 

Supplier Candidates named are: Wal- 
ter H. Butler, E. W. Reynolds Co., Inc., 
Los Angeles, Calif.; Sereno P. Davis, Ja- 
cobson Brothers, New York, N. Y.; Lowell 
F. Halligan, Hamilton Watch Company, 
Lancaster, Pa.; Louis Heyman, Oscar Hey- 
man & Bros., Inc., New York, N. Y.; Gor- 
don Howard, Elgin National Watch Co., 
Elgin, Ill.; Craig D. Munson, International 
Silver Co., Meriden, Conn.; G. H. 
Niemeyer, Handy & Harman, New York, 
N. Y.; D. E. Sanderson, Oneida, Ltd., 
Oneida, N. Y.; W. Waters Schwab, J. R. 
Wood & Sons, Inc., New York, N. Y.; 
Ray Warren, Bulova Watch Co., New 
York, N. Y. 

The other members of the Nominating 
Committee in addition to Mr. Getman as 
chairman are: Leon J. Engel, J. Engel 


& Co., Baltimore, Md.; Jean R. Graef, 
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Jean R. Graet, Inc., New York, N. Ys; 
Leonard Shiman, Shiman Mfg. Co., New- 
ark, N. J-; W. E. Smith, Irons & Russell 
Co., Providence, R. I. 

Also: Myer B. Barr, Barr’s Jewelers & 
Silversmiths, Philadelphia, Pa.; Deane 
Herrick, Herrick Jewelry, Plymouth, 
Mich.; Isador Horwitz, Cresent Jewelry 
Co., Fargo, N. D.; Kenneth I. Van Cott, 
Van Cott Jewelers, Binghamton, N. Y. 

The Nominating Committee’s report has 
been mailed to all members of the Coun- 
cil with an accompanying letter which re- 
minds all members that any group of five 
members may make additions to the com- 
mittee’s selections, provided names of 
additional nominees are received by the 
Council on or before December Ist, 1951. 


After December Ist a mail ballot show- 
ing the names of individuals selected by 
the Nominating Committee and_ those 
named by any group of five or more mem- 
bers will be sent to the entire member- 
ship of the Council. Announcement of the 
results of this mail ballot will be made 
at the Council’s Annual Membership 
meeting to be held in New York City at 
the Waldorf-Astoria on January 13th, 
1952. 





Bishops Buy Barrows Company 


After the death last April 8th of Donald 
A. Barrows, president-treasurer of H. F. 
Barrows Co., manufacturing jewelers of 
North Attleboro, Mass., for more than 100 
years, it became necessary to sell the busi- 
ness to settle the estate. The administra- 
tors, on October 22nd, announced the sale 
of the Barrows business, including real 
estate, to Harold W. and Donald S. Bishop, 
cousins, who for many years have operated 
successfully the Bishop Co., optical frame 
manufacturers located in the same building 
as the Barrows concern. 


Thus, a prominent North Attleboro busi- 
ness is kept within the town and its con- 
tribution to the community’s prosperity 
held intact. The new owners intend to 
continue the Barrows business as nearly 
as possible in the same manner in which 
it has been conducted in the past. Pro- 
duction of gold filled and karat gold lock- 
ets, crosses, rosaries, knives and baby 
goods will be maintained and strengthened 
as conditions warrant. Barrows’ lines will 
continue to be sold through wholesale 
jewelers and be ably represented by 
George F. Kissick, Charles A. Parker and 


Ira W. Smith in their respective territories. 





Jewelers’ Square Club Event 
Draws Over 160 Attendance 


A spirited program of fun and cordiality 
keynoted the annual ladies’ affair of the 
Jewelers’ Square Club of New York held 
November 3 and 4 at the Hotel Berkeley- 
Carteret in Asbury Park, N. J. 


Highlight of the two-day weekend affair 
was the cocktail party and dinner-dance 
held on Saturday evening, November 3rd. 
Approximately 160 members and_ their 
guests, all affiliated with the jewelry indus- 
try, attended the affair and from all re- 
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ports had an extremely enjoyable weekend. 
So successful was the event this year, that 
advance reservations for next year’s affair 
have already been received. 

Presiding over the festivities was Harry 
B. Tagg of J. W. Johnson, Inc., president 
of the club. It was his pleasant task to 
assist in the distribution of 50 attractive 
and valuable door prizes that were award- 
ed. As a souvenir of the occasion, each 
lady in attendance was presented with a 
gift by Marvella. 

Co-chairmen in charge of arrangements 
for the affair were James E. Theise, 
Acme Ring Mfg. Co., Inc., Newark, N. J., 
and Lloyd Lassner, Lassner & Lassner, 
Inc., New York. 





OPS Approves Semca Prices 


The Semca Clock Co., Inc., 30 Irving 
Place, New York, announced recently that 
the Office of Price Stabilization, by special 
order, had approved the maximum resale 
prices on all Semca and Phinney-Walker 
clocks for retail and wholesale sales. 





Fluber Sells Olympia Store 


Elmer E. Huber, owner of the Olympia, 
Wash., jewelry firm bearing his name, sold 
the business recently to Robert B. Finch. 
Mr. Huber is now associated with F. G. 
Mooney, jewelers, 428 D St., Marysville, 
Calif. 











Model GT—A Iarezer all purpose engraver. 
It accepts everything from the smallest lady’s 
watch and other jewelry items up to a large 
trophy cup 6” in diameter or a 12” wide tray or 
In other words, it will engrave every- 
thing model GM can, and large objects as well 


platter. 


Diamond cut— 
.. . Brilliant as hand engraving! 


Tracer guided— 
. .. Anyone can operate it! 


Send For Free Catalogue G, "'How to Make 
Money with Tracer Guided Engraving."' 


ICW 


13-19 UNIVERSITY PLACE 










is an expers 


engraver 1 






“Our 
‘wo New Hermes 
Nderfyl ¢ It 's m 


Ore th 
valuable t, Rug [S becom on 


© So jn. 1 


we of ] , 
Could Gver b . can't see hh !} 
Ody in the © Without jp E _— | 
ENgravert*« Store js Now Prony very. i 
expert 


e Gii 
supert dowsien, 
nta Ana, Cali¢. 


40d more than 6000 agree! | 











CTHHCS, I71C. 


NEW YORK 3, N. Y¥ 





149 





Washington RJA Celebrates 
Fourth Anniversary ai Banquet 


Members of the Greater Washington 
(D. C.) Retail Jewelers Association, and 
their guests, gathered on the evening of 
November 7th in the Terrace Banquet 
Room of the Shoreham Hotel to celebrate 
the fourth successful year of their organi- 
zation. 

The evening’s festivities got underway 
with a cocktail hour which provided an 
opportunity for mingling which seemed to 
be enjoyed by all. Continuous music for 
the evenings’s dancing was provided dur- 
ing and after the meal by Bru- 
siloff and orchestra. Featured — in 
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the entertainment was an excellent cast of 
top-flight artists. 


To contribute to the success of the 
affair, many leading jewelry manufacturers 
and wholesalers donated gifts which were 
distributed as door prizes. 

Chairman of the banquet committee was 
Melvin Foer, who was ably assisted by 
David Mann, Harry Brott, Arthur Shein- 
baum, Samuel Fischer, Kathryn Everhart, 


Sol Lynn, Bernard Burnsiine. Samuel 
Schwartz and Elizabeth M. Kettler. 
The Greater Washington RJA was 


formed four years ago by a group of 
jewelers who decided to form an organiza- 
tion with two main objectives. One, to 
present, a united front in all matters con- 
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cerning their trade. Two, to draw rules 
and regulations for the protection of the 
public. 

Besides taking action against legislation 
detrimental to jewelers, the association 
has tried to give the public the security 
of knowing that each person will get the 
best advice, quality and service from his 
local jewelers. 





The Honorable F. Joseph Donohue, com. 
missioner of the District of Columbia, was 
guest of the Greater Washington RJA at 
the group's fourth annual banquet in the 
Shoreham. Left to right: Charles M. Isaac, 
executive vice president of the American 
National Retail Jewelers Association; Com- 
missioner Donohue; H. A. Goldberg, presi- 
dent of the National Association of Credit 
Jewelers, and Sol Lynn, association president, 





Two New Appointments at 
United States Time Corp. 


The appointment of Mary Ellen Church 
as advertising manager of the United 
States Time Corporation, manufacturers of 
Timex and Ingersoll watches, was an- 
nounced October 16th. Three weeks later 
Joachim Lehmkuhl, president of the firm, 
announced the appointment of Robert E. 
Mohr as director of sales. 





ROBERT E. MOHR 
Director of Sales 


MARY E. CHURCH 
Advertising Mgr. 


Miss Church was formerly with Street 
and Smith Publications, Inc. Prior to this 
connection, she held the position of as 
sistant advertising and sales promotion 
manager in the General Products Division 
of United States Rubber Co. 

Mr. Mohr, previously with Standard Oil 
Co., has been with the United States Time 
Corp. for five years. Starting as a sales 
man in the Indiana territory, he became 
divisional manager of the Central area, 
then served as sales manager for the Cen- 
tral and West Coast divisions, and prior to 
his present position was sales manager, 
wholesale division. 
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Disabled Gl's to Receive 
Swiss Clock Kits from WMDA 


Disabled veterans throughout the United 
States will be receiving unassembled Swiss 
pendulum clock kits as pre-holiday gifts 
through members of the Watch Material 
Distributors Association of America. 

Hundreds of kits, donated by Ebauches 
s.A., Neuchatel, Switzerland, were turned 
over to the WMDA gift committee and 
will be distributed to Veterans Adminis- 
tration hospitals throughout the United 
States between Thanksgiving and Christ- 


mas. 





Paul Tschudin assembles one of the Ebauches 
S.A. clock kits to be presented by the Watch 
Material Distributors Association of America 
to disabled ex-Gl's in Veterans Administra- 
tion Hospitals. Nat Moss (center) of John 
A. Poltock & Co. WMDA gift committee 
chairman, Jean P. Savary (right) and Rob- 
ert Kaempfer (rear) look on. 


The kits contain a complete set of 
clock parts which, when assembled, will 
provide the hospital patient with a pendu- 
lum timekeeper. Each kit will also include 
a bottle of oil and a screwdriver donated 
by the association. Presentation of the 
kits to the various VA hospitals will be 
made by active WMDA members in cities 
near each of the institutions. 

In approving receipt of this gift, VA 
officials pointed out that the kits would 
offer opportunities for therapeutic treat- 
ment of patients in the various hospitals. 
Many of these patients are paraplegics and 
have been confined to their beds since 


World War II. 


Proposed Canadian Ban on 
‘Fair Trade" Hit by Jeweler 


A warning that proposed government 
legislation banning fair trade practices in 
Canada will likely lead to price-cutting 
below the profit level was issued by Ber- 
nard Freedman, operator of a jewelry 
store on Jordan St., Toronto, Ont. 

“Big business can’t be hurt.” said Mr. 
Freedman. “It is the small man who will 
suffer. Any monopoly is dangerous but 
there are provisions in the law to prevent 
this,” 

If the legislation is passed, he said, 
there would likely be price cutting below 
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the profit level. “lt would force small 


hrms out of business. ’ 


Famed War Correspendent 
Speaks at 24-K Club Meeting 


Emanuel Lippett, president of the 
Jewelers’ 24 Karat Club of Southern Cali- 
fornia, presented John Morley, famed war 
correspondent, as the feature speaker at 
the November meeting of that group. Tak- 
ing his theme “The Crisis in Europe and 
Asia.” Morley gave authentic first-hand 
“news behind the news” information from 
lran to the actual combat in Korea. This 
news of the confidential nature which 





never appeared in his syndicated columns, 
was the result of a most recent six months’ 
experience in these troubled parts of the 
world. 


Harry Prezant, the club's vice president, 


who is also chairman of the Veterans 
Visitation Committee, reported that the 
Watch Material Distributors Association 


of America, through the efforts of Rich- 
ard Gallien, had collected some 800 clocks. 
These clocks will be distributed through 
Prezant’s committee to local veteran’s hos- 
pitals. In addition the veterans will re- 
ceive a Christmas package from the Club 
which will include items of personal need 
wanted by each individual veteran. 
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Reine, Inc., New York 
Jewelry Salon, Makes Debut 


A brilliant display of precious jewelry, 
from the minute to the magnificent, was 
shown October 23rd to a gathering of the 
fashion press to herald the opening of a 
new firm—Reine Inc., New York’s latest 
petit jewel salon, located at 4 East 57th 
St. Showing a fabulous collection of gems 
in new forms and settings, this house fea- 
tured only French designed jewelry which 
reflected exquisite delicacy, superb work- 
manship and wonderful taste. 

Madame Rosette Reine, who has been 
established on Fifty-seventh Street, New 
York, for nearly a decade, is recognized as 
a fashion designer who carries her chic 
and originality in designing to the wearing 
of jewelry. 

Maurice Shire, representing the third 
generation of jewelry craftsmen in his Paris 
family, who was formerly with Van Cleef 
& Arpels, and Simon Berendse, gem and 
pearl authority, contribute their skills and 
expert knowledge to the new establishment. 

This combination of talent proved itself 
with the very first collection according to 
the sophisticated audience who attended 
the party preceding the opening. 

Madame Reine believes in letting dio- 
monds literally “go to the head”—as orna- 
ments for the hair—for hats—and also at 
the dramatic focal point of one’s dress. She 
is never at a loss as to where to place 
“another” diamond! 


Om em ee 


Rejoins 
Mautner 
as Sales Mor. 


MARTY SIMMONS 


Jesse Mautner, president of the Mautner 
Co., Inc., manufacturers of jewelry boxes 
and displays, located at 20 West 47th St., 
New York, announced recently that Marty 
Simmons has rejoined the company, re- 
placing Robert Ratner as sales manager. 

Mr. Simmons, who is widely known in 
the jewelry field, was formerly with Maut- 
ner for many years. In addition to his 
duties as sales manager, he has also been 
assigned to head the firm’s new “Imageer- 
ing” department. This is a specialized ad- 
visory service created by Mautner to help 
the jeweler echieve maximum sales re- 
turns through more effective display 
methods. 





Maiden Lane Historical 
Members Have Big Night 


Nearly one hundred persons attended 
the annual dinner of the famous New York 
organization—The Maiden Lane Historical 
Society. This year’s event, enjoyed by mem- 
bers and their guests, was held on the 








evening of Thursday, October 25th, at the 
Warwick Hotel, New York. 

Through the cocktail hour preceding the 
dinner and an excellent meal, sociability 
reigned. The president of the Society, 
Frank J. McCormack, kept the theme of 
the evening, “Good Fellowship,” running 
through the proceedings uninterrupted by 
making a short address of welcome and 
eliminating reports or talks by other 
officers. 

Following the dinner was a variety type 
of floor show which provided acts to ap- 
peal to various tastes. 

Though the gathering broke up around 
eleven, the program was scheduled so tight 
and fast that the consensus of those who 
attended was that it had been a big night, 





Westchester Jewelers Honor 
Harry Gerber at Dinner-Dance 


Harry R. Gerber, president of the New 
York State Retail Jewelers Association, 
was guest of honor at a testimonial din- 
ner-dance given by the Westchester 
(N. Y.) Association of Retail Jewelers 
on October 28th at Schmidt’s Farm, Scars- 
dale. 

Mr. Gerber, president of Bramley & 
Co., Inc., White Plains, N. Y., is the first 
member of the Westchester Association 
of Jewelers to be elected to the presidency 
of the state organization. 

Dinner co-chairmen were Meyer Gor- 
don of White Plains and Meyer Wilson 
of Scarsdale. 
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q The General Electric Company’s appli- 
ance service center in New York City 
has been moved to 326 Broadway, J. D. 
Phillips, product service manager for the 
small appliance division, announced re- 
cently. Mr. Phillips said the change was 
made to help owners of G-E small ap- 
pliances and G-E retailers to get faster 
and more convenient service on inopera- 
tive equipment. The service center was 
formerly located at 2125 44th Ave., Long 
Island City. 

q Guest speaker at the November 13th 
meeting of the New York Guild of the 
American Gem Society, held in the Cen- 
tury Room of the Hotel Woodstock, was 
Jack J. Felsenfeld, one of the industry’s 
earliest and most highly regarded cultured 
pearl dealers, whose address on “The Cul- 
turing of Pearls” was _ enthusiastically 
received. Mr. Felsenfeld illustrated his 
talk with films on culturing of pearls 
taken in Japan. 

4 Benjamin Lipton has been appointed 
Rehabilitation Consultant for the Joseph 
Bulova School of Watchmaking in Wood- 
side, Long Island, New York. Mr. Lipton 
was formerly with the Veterans Adminis- 
tration New York office where he was a 
liaison and training officer. Working for 
the Joseph Bulova School, Mr. Lipton will 
acquaint veterans now in Veterans Re- 
habilitation hospitals throughout the United 


NEWYORK 


States, including veterans of the Korean 
campaign, with the rehabilitation training 
available to them in watchmaking. 

q Otto Saril, diamond importer of 607 
Fifth Ave., New York, flew to Belgium 
on November 18th to visit the diamond 
centers in that country. Mr. Saril stated 
that while abroad he may also visit the 
diamond markets in Amsterdam, France 
and England. 

q Murray Siegel, president of the Murray 
Siegel Jewelry Co., 2 West 47th St., New 
York, flew to Europe early in November 
on an extended business trip. While on 
the Continent, Mr. Siegel will visit the 
various style capitals to gather ideas to 
incorporate in his line of fine gold jewelry. 
He expects to remain abroad from two 
to three months. 

¢ Lazare Kaplan & Son, Inc., well known 
diamond cutting firm at 630 Fifth Ave., 
New York, will move the latter part of 
December to new and larger quarters on 
the 22nd floor of the building in which 
they are now located. 

¢ Employees of the Diamond Dealers Club, 
a business and social club for diamond 
traders at 36 West 47th St., New York, 
enrolled recently with the Health Insur- 
ance Plan of Greater New York. HIP pro- 
vides comprehensive medical care to mem- 
bers of employee groups and members of 
their families on a prepayment basis. 





Tribute to Phineas Peters 
Marks Annual Dinner 
Of New York Jewelers 


Although Sam Jacobson and Samuel R. 
Zickerman conducted the proceedings of 
the annual dinner-dance of the Executive 
Board of Retail Jewelers Associations of 
Greater New York in fine manner, this 
year something was missing. This some- 
thing had characterized these annual din- 
ners for years; the personality of “Pinky” 
Peters who died on February 20th of this 
year. 

Sam Jacobson, co-chairman and treasurer 
of the Executive Board, seemed to recog- 
nize this as much as anyone, for his invo- 
cation was given with a depth which only 
could be created by a feeling of personal 
humility. Samuel R. Zickerman, general 
chairman, later conducted a brief but im- 
pressive ceremony in which all those at- 
tending the banquet participated—paying 
tribute to the accomplishments and _ re- 
spect to the memory of “Pinky.” “Manny” 
Belman, due to illness of his father, was 
not on the dais, but he did make an “ap- 
pearance.” 

This tradition-packed annual affair was 
held this year at the Hotel Astor in New 
York on Sunday evening, November 4th. A 
sociable cocktail hour preceded the ban- 
quet, entertainment and dance, which went 
smoothly and was enjoyed by all. 

Seated at the head table in addition to 


FOR DECEMBER, 1951 





those mentioned above, were the following 
members and guests, most of whom were 
accompanied by their wives: Harry Gerber, 
president, New York State Retail Jewelers 
Association; Norman DeLorier, president, 
Westchester Retail Jewelers Association; 
William Wagner, executive secretary, Na- 
tional Association of Credit Jewelers, E. 
Werner Gross. vice president, New York 
State Retail Jewelers Association, Max J. 
Schwartz, general secretary of the Execu- 
tive Board; Sol Charak, president, Brook-. 
lyn Retail Jewelers Association; Harry B. 
Kahn, president, Bronx Retail Jewelers 
Association; Charles M. Isaac, executive 
vice president, American National Retail 
Jewelers Association, and Louis G. Bern- 
stein. 


Noble Heads Houston Jewelers 


Lloyd M. Noble was elected president 
of the Houston (Texas) Retail Jewelers 
Association, succeeding J. Wesley Robert- 
son, at a banquet of that organization 
held October 11th at Bill Williams Res- 
taurant, 

Other officers elected were: Raymond 
Allen, vice president, and Nathan Abram- 
son, secretaiy-treasurer. 

The banquet climaxed “Know Your 
Jeweler Week” which was proclaimed by 
Mayor Oscar Holcombe and celebrated by 
a meeting of members of the Houston and 
Galveston retail jewelers associations. 
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Obituaries 





— 





Avo_tpH ALTMAN, 67, who with his son, 
William, operated Altman’s Jewelry Store 
at 110 Market Ave., S., Canton, Ohio, 
died October 29th from a heart ailment. 
A native of Cleveland, Mr. Altman had 
been in business in Canton the last 43 
years. Surviving, in addition to his son, are 
his widow, another son, and four brothers. 

Harry E. BauMoHL, 55, co-founder and 
president of the U. S. Jewelry Co., Inc., 
wholesale jewelers of Baltimore, Md., died 
suddenly November lst at his home in 
that city. Mr. Baumohl was instrumental 
in the success of the business since its 


HARRY E. BAUMOHL 





inception more than 35 years ago. He 
also played an active and constructive 
part in the affairs and activities of the 
Jewelers Association of Baltimore, having 
served as chairman of the Membership 
Committee and in other important capaci- 
ties. 

Epwarp A. BIcELow, 84, former trea- 
surer of the E. Howard Clock Co., Bos- 
ton, Mass., died October 17th. Mr. Bige- 
low began his business career in 1885 as 
a clerk with Josiah Macy’s in New York. 
From 1887 te 1893. he was with Ladd 
Watch Case Co., New York and Provi- 
dence, rising to the position of sales man- 
ager. From 1893 to 1900, he was Boston 
Branch manager for Courvoisier & Wilcox 
Mfg. Co. and, at the same time, repre- 
sented Hayden Mfg. Co. In 1900, he or- 
ganized a syndicate which acquired the 
business of the E. Howard Watch & 
Clock Co., Boston, and established the E. 
Howard Clock Co. and the E. Howard 
Watch Co. Mr. Bigelow was an honorary 
member of the Boston Jewelers’ Club. He 
is survived by his son and a brother. 

James G. Donavan, 86, founder and 
president of the Donavan & Seamans Co., 
Inc., one of the oldest jewelry firms in 
Los Angeles, Calif., died October 28th after 
a brief illness. Born in Aurora, [Il., Mr. 
Donavan started a watch and jewelry store 
in Los Angeles in 1894 and a year later 
his brother-in-law, the late S. D. Seamans, 
became a partner in the firm. The com- 
pany for years has been specially known 
for its diamond merchandising. In addi- 
tion to his widow, he is survived by two 
daughters and a son, James, Jr., vice presi- 
dent and general manager of the jewelry 
concern. 


Wittiam R. Garpiner, 70, head of the 
wholesale jewelry firm of Wm. R. Gardj. 
ner & Co., 20 W. 47th St., New York 
died October 18th. His widow, two sons 
and a daughter survive. 


Victor A. PicarD, 78, sales represep. 
tative for Gold Bros., Inc., New York 
jewelry manufacturers at 7 W. 45th St, 
died November 16th at Lawrence Hospital 
in Bronxville, N. Y. Born in Alabama, 
Mr. Picard was in the jewelry business 
for more than 50 years. In his 25 years’ 
association with Gold Bros., Mr. Picard 


VICTOR A. PICARD 





served the firm in various capacities. His 
most recent position was sales representa- 
tive in New York and along the Easter 
Seaboard to Florida. Prior to his asso- 
ciation with Gold Bros., he was for many 
years in business for himself as a man- 
ufacturer of fine cloisonne dresser sets 
and cigarette boxes. 

ALBERT M. Ports, 84, for the past 68 
years a prominent jeweler and optometrist 
of Clinton, Iowa, died October 11th, Mr. 
Potts was born in the same home in 
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which he lived at the time of his death. 
He was 4a life-long resident of Clinton, 
where he was active in Civic affairs, fra- 
ternal orders and business activities. The 
Potts store, in which Mr. Potts has had 
an active part since 1883, was established 
by his father in 1854, and is believed to 
be the. oldest jewelry concern in Towa. 
Surviving are two daughters, one grand- 
son and one niece. | 
Davi H. Rotuscuitp, 61. co-owner of 
the Rothschild Jewelry Co., 2512 Mission 
St, San Francisco, Calif., died at his 
home in the Bay City early in October fol- 
lowing a long illness. He is survived by 
his widow, a brother and three sisters. 
Mrs. Lypia V. Sterre, 85, former vice 
president and treasurer of Simons Bros. 
Co. Inc., thimble and jewelry manufac- 
turers of Philadelphia, Pa., died October 
16th at her home in Audubon, N. J. Mrs. 
Stefle, the widow of William Steffe, has 
been associated with the company for 
60 years, until her retirement in 1949, 
GeorcE C. STRALE, 75, manager of the 
Insignia Department of Wright, Kay & 
Co., jewelers of Detroit, Mich., died Oc- 
tober 12th from a heart attack while on 
his way home from work. Mr. Strale was 
associated with the firm for 53 years and 
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spent most of that time in the Insignia 


GEORGE C. 
STRALE 





Department which he founded and which 
in time grew to a department of great 
size, Through his position he was in close 
touch with fraternal and church groups 
in Detroit and throughout the country 
for half a century. In addition to his 
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widow, he leaves a son, a sister, a brother 
and two grandchildren. 

James V. Toner, 63, a past president of 
the New England Manufacturing Jewelers’ 
& Silversmiths’ Association, died Octeber 
19th at his home in Newton, Mass. A 
director of many other corporations, Mr. 
Toner was at the time of his death a di- 
rector of Swank, Inc., Attleboro, Mass.., 
in addition to being president of the Bos- 
ton Edison Co. He was also, at one time, 
president and treasurer of Saart Bros. Co., 
Inc., silversmiths and jewelry manufac- 
turers of Attleboro, Mass. His widow, 
seven children and four sisters survive. 





Hans C. Kionka, 79, Dies; 
New York Diamond Merchant 
Hans C. Kionka, of H. C. Kionka Co., 


Inc., diamond merchants at 15 Maiden 
Lane, New York, died October 29th. 

Born 79 years ago in Breslau, Germany, 
Mr. Kionka came to this country as a 
young man in his early twenties and found 
his first employment as a bookkeeper in 
a colored stone house, before the turn of 
the century. 

Quick to comprehend the selling poten- 
tial in the jewelry field, Mr. Kionka bought 
some colored stones for his own account 
and sold them to retail jewelers in the city. 
His enterprise proved successful, and he 
returned for more colored stones, this 
time selling them all over the country. 


HANS C. KIONKA 





He then turned his attention to dia- 
monds. Buying a small selection, he be- 
gan the pioneering job of selling them 
first from store to store and, with his rep- 
utation for integrity established, he felt 
he could service more jewelers by doing 
business by mail as well. Since 1910 
until his death, Mr. Kionka had been suc- 
cessfully selling diamonds all over the 
country. He also made _ several trips 
abroad, visiting the European diamond 
market, making contacts there. 

Albert Levy, associated with Mr. Kionka 
for over 20 years in the management of 
H. C. Kionka & Co., Inc., has pledged 
himself to continue the business in the 
same manner in which it has been con- 
ducted in the past. 

Surviving Mr. Kionka are his widow, 
a daughter, two sisters and a_ brother. 





q Arthur J. Block, president of T. C. 
Tanke, Inc., Buffalo jewelers, has been 
appointed to the Domestic Trade Com- 
mittee of the Buffalo Chamber of Com- 
merce. 
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save money 
on your 


insurance! 


Who sets insurance rates? 


Fire insurance premium rates are 
set in each state by an authorized 
rating bureau. These standard rates 
must cover a wide variety of good 
and not-so-good risks. You jewelers 
(and those in related industries) 
are a good risk class—hence you 
pay more than your share, for 
your losses are low! 


What can you do about if? 


You can join other jewelers and in- 
sure in the 38-year-old Jewelers 
Mutual Insurance Company. We 
insure only jewelers (retail, manu- 
facturing and wholesale), watch- 
makers and optometrists and their 
employees. Our losses are lower. 
We employ no salesmen. The sav- 
ings (currently 30%) are returned 
to policyowners as dividends! 


Save on Jewelers Block, Too! 


We are currently paying 30% di- 
vidends on Jewelers Block Insurance 
also. Ask for details on our low- 
cost Modified Block plan. A card 
will bring full information. Ne 
salesman will call. 


National Jewelers Mutual 
Fire Insurance Company 
Jewelers Insurance Bidg., Neenah, Wis. 


Offices In New York, Milwaukee, Chicago 
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CAMERAMAN SNAPS MERRYMAKING BOSTON JEWELEps 





Bi 


A feature of the entertainment program, following the 69th annual meeting and dinner of 

the Boston Jewelers Club, was the making up of four members of the audience by entertainer 

Anne Read, shown here on the extreme right. The others need to be identified, too. Left to 

right are: Michael Mahar, Mahar & Engstrom Co., Boston; Arnold Anderson, Ripley & Gowen 

Co.; Attleboro; Andrew May, Bulova Watch Co., and Brian Brooks, Jean R. Graef, Inc,, 
New York City. 


The 69th annual meeting and beefsteak 
dinner of the Boston Jewelers Club was 
held at the Hotel Statler, Boston, on No- 
vember 2, with 93 members present. Dur- 
ing the business session it was noted that 
seven members had passed on during the 
past year, two had resigned, and one had 
been suspended. The club now maintains a 
full membership, with 26 names on the 
waiting list, it was disclosed. 


Members stood in silent tribute to de- 
ceased members: L. Blaine Libbey, of Mil- 
ford, a former president; Edward A. Bige- 
low, of Howard Clock Co., an honorary 
member for many years; Donald W. Smith, 
of Needham, Mass.; Everett B. Horn, of 
the E. B. Hern Co., Boston; Don H. John- 
son, of Tremont St., Boston; Harold I. 
Peabody, of Poole Silver Co.; and Henry 
A. Arnold, of the Jewelers Building. A 
special committee, headed by Harold Part- 
ridge, of Trefry & Partridge, Boston, was 
named to handle arrangements for the golf 
tournament at the Club’s outing next sum- 
mer. 

The business meeting was followed by 
election of officers, with the slate of present 
officers being re-elected—the presidency 
going again to Sturgis C. Rice, president 
of Whiting & Davis Co., Plainville, Mass.; 
the vice-presidency to Roy S. Brooks, of 
the Mauran Watch Co., Jewelers Bldg., 
Boston; and with Ellsworth Read, of Ket- 
tell, Blake & Read, being re-elected secre- 
tary-treasurer. These three will also serve 
on the board of directors, membership on 
which includes Allen Davidson, of Thomas 
Long Co.; John Kennard, of Kennard & 
Co.; J. Gould Cook, of A. Stowell & Co.; 
Herbert L. Thomae, of Charles Thomae & 
Son, Attleboro; Albert E. Munnis, of Wor- 
den-Munnis, Inc., Boston; and John Black- 
inton, of R. Blackinton & Co., North 
Attleboro. 


At the head table with the officers and 
members of the board was Carl F. Lawton, 





oldest living past president. Seven new 
members were voted into membership in 
the Club, as follows: Richardson C. Phil- 
brick, of A. & Z. Chain Co., Providence, 
and Helm & Hahn Co., Pittsburgh, Pa. 
Andrew May of Bulova Watch Co.; Brian 
Brooks of Jean R. Graef, Inc., New York 
City; Frederic Kunz, of Washington Build. 
ing, Boston; Walter E. Mutz, of Chelsea 
Clock Co.; Frank J. MacCormack, of R. 











WATCH CASE REPAIRS 


BEZELS, BACKS, ETC., MADE TO 
ORDER—IN ANY METAL 


MICHAEL KAHANE 


36 West 47th Street, New York 19, N. Y. 
Judson 2-4539 

















Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DIAMONDS—AII Sizes and Qualities 


JOSEPH BLANK 
COrtlandt 7-3562 


87 Nassau St. New York 38, N. Y. | 
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ACON 
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THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 
Sold fkzough Jobbers & Mfrs. 
NEW YORK 2, N. Y. 





50 ELDRIDGE STREET 








REWARD 


Your reward is no lost Watch Repair Sales 
when you order from POLTOCK, because 
we are a Supply House for all ‘‘Hard-to-Get” 
Watch Parts—Swiss and American! Write 
Dept. J for FREE Ligne Gauge, Catalog 
and Stationery. JOHN A. POLTOCK & 
CO., 15 Maiden Lane, New York 38, N. Y. 
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Wallace & Sons Mfg. Co., Wallingford, 
Conn.; and Richard E. Moore of the Ed- 
mund W. Kirby Co., Jewelers Bldg., Boston, 

Following the business meeting and din- 
ner, several entertainment numbers were 
presented, with several of the members of 
the club taking part in two of the num- 
pers, and with many walking away with 


valuable prizes. 


California RJA Builetin Guides 
Members on Manufacturer's Tax 


A detailed bulletin interpreting the new 
manufacturer’s excise tax on lighters, foun- 
tain pens, ball point pens and mechanical 
pencils was issued recently by the Cali- 
fornia Retail Jewelers Association as a 
guide for their members. | 

The bulletin includes a statement from 
the Parker Pen Co. outlining procedure 
for assessing tax on typical discount struc- 
tures by which tax is based on list only 
and not on net cost. 

The California RJA bulletin also an- 
nounced that efforts are being made on 
a nation-wide basis to restore Fair Trade 
and urged jewelers to contact local Con- 
gressional representatives in connection 
with “Operation Restoration” as the cam- 
paign has been tagged. 


Boutross' Address on Pearls 
Highlights AGS Guild Meeting 


“l think developments in the coming 
months and years will prove that the pearl 
industry is actually still in its infancy,” 
said James J. Boutross, head of the Em- 
press Pearl Syndicate, speaking before 
the Southern California Guild of the 
American Gem Society, at the group’s Oc- 
tober meeting held in the Los Angeles 
Athletic Club. 

“The industry is advancing rapidly and 
they have made many new discoveries.” 
Mr. Boutross continued, “For instance, 
they have found a definite relationship be- 
tween beauty of the oyster shell and beauty 
of the pearl it will produce. The grow- 
ers are now more selective and they are 
controlling the oysters much closer than 
previously.” 

A capacity audience heard Mr. Boutross 
speak on pearl culture and the history 
of this “perfect gem which owes nothing 
to the art of the lapidary and nothing 
man can do will improve it.” Mr. 
Boutross recounted something of the ro- 
mance of pearls and legends in which 
they have played a part. He also dis- 
cussed the retailer’s position with regard 
to pearls and cited some of the tests which 
are commonly used to determine the value 
of pearls as well as rules of thumb which 
the jewelers may in some cases find 
helpful. 

The fragility of good pearls is often 
over emphasized, said the speaker, who 
added that in actuality they can with- 
stand heat up to the boiling point for short 
periods of time, are highly resilient and 
will not shatter when dropped although 
they can be crushed under pressure. 

Speaking to the retailers, Mr. Boutross 
pointed out that many merchants are now 
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carrying a color range of pearls and sell 
the color tone to blend with the wearer’s 
complexion. He also criticized the position 
of some retailers with regard to baroque 
pearls. “The baroque is a fine pearl, en- 
titled to stand in its own right. It is not 
an ‘irreguiar pearl’ as many retailers inac- 
curately tag it, but a different growth and 
a fine gem.” 

Examples of different types of pearl 
growths were shown, including Orientals, 
fine cultures of various hues, black La Paz 
pearls, double and triple cluster growth, 
and fresh water pearls. 

Discussing the current pearl market, Mr. 
Boutross cited the new blue pearls as one 
of the recent developments by the growers. 
He also pointed out that the terrific de- 
mand for pearls has resulted in a ten-fold 
increase in prices in Japan for good 10 
m.m. or larger pearls within the past four 
years. 

Announcement of nomination committee 
appointments was made by President David 
Widdess. Election will be through ballots 
mailed to members. Serving on the com- 
mittee are Mr. Widdess and past Guild 


presidents, George Houston and Don Wight. 


q Twenty-three successful years in jewelry 
retailing were celebrated recently by 


Thomas Schneider when he opened his- 


new store at 6524A Pacific Blvd., Hun- 
lington Park, Calif. The new store is mod- 
ern throughout with all new fixtures and 
lighting. 
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GOLD 
BRACELET 
WATCHES 


BANGLE 
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BRACELETS 





Exclusive Designs 


Styled and 
Manufactured by 


ERIC E. 
SIEBERT, Inc. 
665 Fifth Ave. 


New York 22 
N. Y. 














LARGEST DIRECT 
IMPORTERS OF 


Black Forest Cuckoo Clocks 
Westminster Chime Mantel Clocks 
400 Day Clocks in 12 Styles 


Traveling Alarm Clocks 








SOLE U.S.A. 
AGENTS FOR 


ATO ELECTRIC BATTERY 


Visit Our Showrooms 





JUNGHANS 


1,000 DAY CLOCKS 


HENRY COEHEER CO., INC. 


220 Fifth Ave. - New York 1, N.Y. 





1524 Merchandise Mart, Chicago, fil. 
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Bailey, Banks & Biddle Co. retired in 1846, the name of Bailey ang 
SERVING THE TRADE | To Occupy Eight-Story Building | ‘itchen was changed to Bailey and Cg, 
I'he company subsequently made tyo 
After occupying quarters at 1218 Chest- changes—to 819 Chestnut St. in 1859 ang 
nut St. for approximately half a century, to the corner of 12th and Chestnut Sts 
Bailey, Banks & Biddle Co., Philadelphia in 1869. 
jewelers, will move the latter part of 1952 Bailey died in 1854 and the business 
into the Perry Building at the southeast was conducted by his brothers for many 
corner of 16th and Chestnut Sts. It was years. In 1878, the older Baileys retired 
announced that settlement will be made and a complete change took place. George 
shortly whereby the 120-year-old company Banks and Samuel Biddle joined Joseph 
will take over the entire building on a T. Bailey, Jr. Clayton French became a 
long-term lease for a total consideration special partner and Clement Weaver, Wj. 
in excess of $5,000,000. The new building liam A. Wiedersein and Henry Rupp be- 
will be known as 1530 Chestnut St. came junior partners and the firm name 
Bailey, Banks & Biddle Co., which has was changed to Bailey, Banks & Biddle 
never been off Chestnut St. since its incep- Co. when it became incorporated under 
tion in 1832, will occupy the basement, the Act of 1874. 
Master Craftsmen ground and second floors of the building The company moved to its present Joca- 
and will lease the other six floors as tion in February, 1904. When Bailey, Jr, 
IN THE ART OF RESTORING modern office space. | died in 1918 he was succeeded as president 
ANTIQUE & MODERN W. Atlee Burpee, president of the firm, by his son, Major Charles Bailey. In 1929 
said the new location will be completely David H. Hilsee became head of the firm 
5 i LV modernized, including the air conditioning and retired in 1934. Wilson A. Streeter 
r e WA a é of the entire premises. “The move we're then held the post until last April when 
REPAIRING scree contemplating is in keeping with the old he became chairman of the board and 
GOLD & SILVER PLATING Bailey tradition and is in line with our Burpee was elected president. 
ENGRAVING LACQUERING policy of progress,” Mr. Burpee added. : 
JEWELRY REPAIRING “Down through the years we have con- Detroit Jewelers Feature 


COMPLETE FACILITIES tinued moving westward on Chestnut Street | §fogan in Christmas Campaign 
as the center of business on the city’s main 


EXPERIENCED STAFF shopping streets moved in that direction. —— _ Pe & 


“Our store will be modern throughout 


LOUIS J, MEYER, Inc. but still retain the old tradition of our . ane 2 Says It Best | 






120 years in business.” 
Silversmiths—Platers The original company was founded in 
205 5. 90h SF. 1832 by Joseph T. Bailey and a Mr. 
PHILADELPHIA 7, PA. ‘ . : 
Kitchen at 136 Chestnut St. When Kitchen Your Jeweler Serves You Better! 
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Full color lithographed billboards fea- 
turing the slogan of the Greater Detroit 
Jewelers Association, as pictured above, 
| are displayed on all the principal arteries 

y) _ in Detroit and its suburbs. The associa- 
ants tion’s slogan was created by Luckoff, Way- 

Ore | burn & Frankel, Inc., Detroit advertising 
| agency appointed by the organization to 
pega handle its holiday season advertising cam- 


EEKE 
MADE 


BILLFOLDS 








_ 
ee 








paign. 
Extensive schedules of newspaper ads, 
in addition to the billboards, will be used, 
eee ye. ‘ Sa ae all based on the slogan “Jewelry says it 
e } | best . . . your jeweler serves you better.” 











& Y - Edwin Freed Announces 
a \ sl New Santa Display Shelfer 


% y “Climaxing an entire line of Christmas 


et OER displays is gorgeous self-selling Santa 
wreath double shelfer,” said Edwin Freed, 
The big-selling MEEKER 749 Billfold. head of the Freed Display Organization. 


The three-dimensional plastic Santa in 
all his colors smiles gayly against the 39 
Christmas green foil leaves merrily inter- 
spersed with red mirror balls. The 18 in. 





They'll Make Money for 











"We like the fine, attractive é YOU Beca of Thei diameter wreath background and the two 
sities weed to techer Gilbebds. use rc wood display shelves are lavishly decorated 
and the long-wearing qualities; @ Long-Established Quality with diamond rg The middle display 
also Meeker’s popular prices. We @ Smart New Styling shell measures S72 wedi ao 
SET ect INS pepe This attractive showpiece adds a happy 
ucts for just about 25 years, and ; Christmas spirit to . windows, wallcases, 
: . @ Expert Craftsmanship showcases, znd cashier counters. Selling 
are we im satisfied. . @ National Advertising | for $7.90 €a., OF $14.90 per pair, they rep: 
—A Washington Merchant | resent a fine value. Write for No. 4A, 
RS ' (name on ae) THE MEEKER CO.,INC., JOPLIN, MO. direct from Edwin Freed, Inc., 1233 Sixth 
New York: 347 Fifth Ave. — Chicago: 36 S. State St. | Ave.. New York 19, N. Y. 
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NEW DIAMOND PEACOCK OFFICERS AND DIRECTORS 
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New officers and directors elected at the sixth annual meeting and dinner of the Diamond 
Peacock Club, held at the Parker House in Boston on October 26th, are, seated left to right: 
Michael Mahar, of Mahar & Engstrom Co., Jewelers Bldg., Boston, treasurer; David C. Perci- 
val, of D. C. Percival & Co., Jewelers Bldg., Boston, vice-president; Bert Dehlin, of Handy & 
Harman, Providence, president; William Selberg, of Elgin National Watch Co., retiring presi- 
dent, named to board of directors; and Arthur B. Wright, of The Mautner Co., New York 
City, secretary. Standing, left to right, are members of the board of directors: George 
Nathanson, of Markson Brothers, Boston; Andrew May, of Bulova Watch Co.; C. Edward 
Cotter, of Prince-Cotter Co., Lowell; Richard Arnold, of D. C. Percival & Co., Boston; and 
Edwin C. Fish, of the Katherine A. Murphy Co., Jewelers Bldg., Boston. 


Members of the Diamond Peacock Club 
met for the organization’s sixth annual 
meeting at the Parker House on Oct. 
twenty-sixth. Silent tribute was paid to 
two departed members, Henry Arnold, of 











Vlew for 1952 





—— SAUNDERS 
CATALOG 


OF EQUIPMENT 
FOR CASTING 


For maximum production ef- 
ficiency, install the newest 
and best equipment for cast- 
ing in your plant. 

* 


Our NEW 1952 Catalog 
with complete detailed in- 
formation is now ready. 


Send for Your Copy. 





—— ALEXANDER 








SAUNDERS & CO. 


95 Bedford Street 
New York 14, N.Y. 


Precision Casting 
Equipment and Supplies 
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the Jewelers Building, and L. Blaine Lib- 
bey, of Milford, Conn., both of whom 
passed on during the past year. Six new 
members were voted into membership as 
follows: George Samburg, of Kay Jewelry 
Co., Boston; Nathan Shapiro, of A. Cohen 
& Sons Corp., New York City; Herbert 
Thompson, of the Gorham Co., Providence: 
Walter Mutz, of the Chelsea Clock Co., 
Chelsea, Mass.; Harold Shapiro, of I. 
Alberts’ Sons, Jewelers Building; and 
Edward Egan, Jr., of the Illinois Watch 
Case Co., Elgin, IIl. 

Election of officers resulted in Bert 
Dehlin of Handy & Harman, Inc., Provi- 
dence, being named president; Michael 
Mahar of Mahar & Engstrom Co., Jewelers 
Building, was elected treasurer; and 
Arthur B. Wright of The Mautner Co., 
New York City, was elected secretary. 
William Selberg, of Elgin National Watch 
Co., the retiring president, was named to 
the board of directors, which includes the 
following, either newly elected, or re- 
elected: Andrew May, Bulova Watch Co.: 
Harold Alberts, I. Alberts’ Sons, Jewelers 
Bldg.; Howard Day, of Rumford, R. L: 
Joseph McDevitt of Handy & Harman; 
Edwin C. Fish, of the Katherine A. Murphy 
Co., Jewelers Building; C. Edward Cotter. 
of Prince-Cotter Co., Lowell, Mass.: 
George Nathanson, of Markson Brothers, 
Boston; and Richard Arnold of:the D. C. 
Percival & Co., Jewelers Building. 

A tentative date was set for the spring 
dinner-dance to be held at the Hotel 
Somerset, Boston, on April 19. 





q The Mayfair Jewelry Co. has opened 
a new store at Louisville, Ga., with E. C. 
Beckwith as manager. The Mayfair con- 
cern, headed by C. A. Lyons as president. 
also operates jewelry stores in several 
other Georgia towns. 
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600 PAGES 


MANY IN FULL COLOR 
(Limited Supply) 


THE BENNETT BLUE BOOK IS 
ONE OF YOUR BEST SOURCES 


OF SUPPLY 

Buy AND SELL 
DIAMONDS FURS 
WATCHES LUGGAGE 
JEWELRY RADIOS, TV 
SILVERWARE DINNERWARE 
FURNITURE BEDDING 
ELEC. APPL. HOUSEWARES 


ATHLETIC GOODS CAMERAS 
AND THOUSANDS OF OTHER 
GIFT ITEMS 


Use this Beautiful Catalog 
po pa © 
added profits every day 


BENNETT 
BROTHERS, Inc. 


485 FIFTH AVENUE- 
NEW YORK 17, NEW YORK 
OR 
30 EAST ADAMS STREET 
CHICAGO 3, ILLINOIS 




















Tailored Earrings .. . 


Our business is built on the reorders we 
teceive from discerning customers, proof of 
the sales pudding that the Alice line stands 
for maximum tailored earring volume. 


$100 


Thru the wholesaler 


JEWELRY CO. 


s ponarenesd hea Prov., R. 1. 
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Ask your wholesaler for 
Fisher's new sport 
charm catalog, — 
charms, medals, and 
sporting jewelry. 


1. M. FISHER CO., Attleboro, Mass. 
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THE SEYMOUR MFG. CO. 


SEYMOUR, CONN 





160 





4 One of the finest collections of antique 
jewelry ever shown in Boston highlighted 
the annual Copley Plaza Hotel Antique 
Show, November 5 through 8. The fabulous 
jewel collection included a diamond neck- 
lace once the property of Mme. Du Barry; 
cuff links designed by Benvenuto Cellini, 
one of the greatest craftsmen in silver and 
gold; and the famous “bee” necklace given 
to the late Empress Eugenie by Napo- 
Jeon III. 

q Alterations have been completed at Lund 
Jewelers, 222 Clarendon St., Boston. 

q Dow & Stubling, Inc., of Portland, Maine, 
have enlarged their store, making for more 
attractive display of silverware. 

q Mrs. William Schwind, wife of “Bill” 
Schwind of R. C. Jewelry Co., Rumtord, 
Maine, served as chairman of the Hospital 
Fair in Rumford, recently, assisted by Mrs. 
Bernard Smith, wife of “Bernie” Smith of 
Smith & Zaff, Jewelers Building, Boston, 
and Mrs. Andrew May, wife of Bulova’s 
“Andy” May, at the Fair’s “White Ele- 
phant” table. 

q Oscar Zaff of Smith & Zaff, 3rd floor, 
Jewelers Building, took Bernie Smith’s 
place on the road for a few weeks. 

q A symposium on watchmaking, given by 
the Joseph Bulova School of Watchmaking, 
was held at the Parker House, Boston, on 
October 17, with 500 in attendance. Max 
J. Schwartz, senior instructor at the school, 
conducted the symposium, which was spon- 


sored jointly by Haselton Co., Jewelers 
Building; Hub* Material Co., Washington 
Bldg.; Henry Kamlot Co., Washington 


Bldg.; Mahar & Engstrom Co., Jewelers 
Bldg., Modern Jewelers Supply Co., Provi- 
ince Bldg.; Harry Parritz & Bro., Wash- 
ington Bldg.; and Swartchild & Co., Wash- 
ington Bldg. Souvenir packets of Bulova 
material were given to all who attended, 
plus four valuable door ee — F. 


FUND RAISERS 





Outstanding help for the 1952 United Red 
Feather Campaign was given by Greater 
Boston jewelers, many of whom contributed 
leadership as top campaign chairmen. Frank 
M. Libbey, president of Smith-Patterson Co. 
and chairman of the Jewelers’ Group, is 
shown flanked by two vice-chairmen from his 
own company, Joseph F. Fahey, left, store 
manager,’ and Donald S. Reaves, right. 
Other vice-chairmen were Richard Chesley, 
Thomas Long Co.; Donald Alberts, |. Alberts’ 
Sons; Stanley C. Hilton, A. Stowell & Co., 
and Richard Arnold, D. C. Percival & Co. 





NEW ENGLAND 


Campisi, Eastern sales representative of 
Bulova’s material sales division, opened 
the meeting, and introduced instructor 
Schwartz. Andrew May, of the watch sales 
division, also spoke. The meeting was 
hailed as a great success, and Bulova has 
agreed to make another symposium ayai). 
able in Boston sometime next spring, 

q Leo A. Cote, jeweler of Littleton, N, H,, 

has moved to a new location at 78 Main 
St., with new and larger quarters—the 
uheos formerly occupied by the C, A. 
McKenney Jewelry Store. 

q Mr. and Mrs. J. M. Michelin, jewelers 
at 387 Washington St., Baston, announced 
recently the marriage of their daughter, 
Joan, to George Millman. The newly 
wedded couple will reside in Brighton, 

q Ernest E. Caruso, of South Braintree, 
Mass., recently renovated the interior of 
his jewelry store, and, after the first of the 
year, plans to have the outside remodeled 
also, while he and Mrs. Caruso spend a 
winter vacation in Nassau. 

q Charles C. Drinkwater, of St. Albans, 
Vt., has moved his jewelry store to new 
and larger quarters. 

q James Bridges, of Smith & Zaff, 3rd floor, 
Jewelers Bldg., bagged a fine buck deer 
while hunting in Maine recently. 

q Benjamin Finn, of the E. B. Horn Co, 
Boston, headed the Jewelry Division of the 
Combined Jewish Appeal campaign, and 
presided at a recent meeting at the Boston 
City Club, with the following in attend- 
ance: Robert Markson, Rogers Jewelry; 
M. Morton Selig, New England representa- 
tive of Benrus Watch Co.; Nathan Alberts, 
of I. Alberts’ Sons, Jewelers Bldg.; Ralph 
Cohen, of Ralph Cohen & Son, Province 
Bldg.; Robert Naigles, of Jacob Naigles 
& Son, Province Bldg.; Edwin Guiness, 
of Louis F. Guiness, Inc., Jewelers Bldg.; 
Harry Finn, of E. B. Horn Co.; Edward 
Goldstein of Smith-Patterson Co.; Ted 
Towvin, of Longines-Wittnauer Watch Co.; 
Irving Broder, of Gruen Watch Co.; and 
George Nathanson, of Rogers Jewelry 
stores. 

q Topham’s Watch Shop, Plymouth, N. H,, 
recently installed a new entrance to the 
store. 

q Freeman-Haskell, jewelry store in Rut- 
land, Vt., moved recently to new and larger 
quarters on Mechanics Row, and on No- 
vember 15 held a formal opening of what 
is described in advertisements as “the 
largest and most beautiful store in the 
area”—with 3,500 square feet of floor 
space. Coordinated newspaper advertising 
helped to put the opening over with 8 
bang! 

q Paul Lifset of the N. I. Goodman, Inc, 
room 1006-10 Jewelers Bldg., spent the 
Armistice Day week end with Hector 
Langlais of E. Langlais Sons, Berlin, N. H. 
and, on leaving, said he hoped to bag 8 
deer. No report as yet. 

4 Herbert W. Stranger, of the firm of the 
same name, Washington Bldg., brought 
back a deer, and the limit of partridge 
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on a recent hunting trip near Slim Pond, 


Maine. 

4 Edward 

Tommaso 

opened up a 
Bridge Street in that city. 
under his own name. 

4 Members of the Boston Jewelers Bowl- 
ing League have been singularly struck by 
the fact that Pat Marino, of 713 Washing- 
ton Bldg., who bowls on the team of 
A. Stowell & Co., does not ever wear that 
gay red sweater he had labeled with the 
word “Champ.” Many ask if it is because 
he is consistently losing to his rival on 
that team, Marty Walsh, and it has been 
suggested that Pat present the sweater to 
Marty as a Christmas gift. 

¢ Miss Eunice Alberts, of Andover, Mass., 
daughter of Emmanuel V. Alberts, of 
|. Alberts’? Sons, Inc., Jewelers Building, 
who has been making quite a name for 
herself in the concert world, is now con- 
tralto with the New York City Opera 
Company. 

q Miss Alice Charnis, bookkeeper with 
Ross-Taylor, Inc., 717 Washington Bldg., 
is convalescing from a prolonged illness. 
q Cameron “Cam” Burnap, of Norling & 
Bloom Co., 809 Washington Bldg., slipped 
on the ice recently while getting into his 
car in Burlington, Vt., hit his head, and 
was unconscious for a few minutes, and 
also sprained his ankle, but is reported 
fully recovered new. 

q Mrs. Rose Marshall, head bookkeeper 
with Travis, Farber Co., 9th floor, Jewelers 
Building, joined with her husband Joseph 
at the opening of the hunting season, and, 
near Jackman, Maine, both shot simul- 
taneously at a deer—with the question still 
being asked, whether it was Rose’s shot, 
or Joe’s, that brought down the animal. 
Anyway, both shared honors. 

q Robert “Bob” Johnson, of the Parker 
Pen Co., besides being a salesman and 
Boy Scout leader, is a talented musician, 
standing out during the Winchester, Mass., 
Music Week—October 22, as a violinist, 
accompanied by his wife at the piano, with 
their biggest hit Beethoven’s 11th Sonata. 
Mr. Johnson is also one of the sponsors of 
the Winchester Philharmonic Orchestra. 

q Goldland Jewelry Co., 616 Washington 
Bldg., opened a diamond shop at Boca 
Raton, Palm Beach, Fla., on November 25, 
and will continue through the winter sea- 
son, with Samuel Goldstein, president of 
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Carrier, formerly with A. Di 
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the firm, in charge. Mr. Goldstein, inci- 
dentally, is proudly displaying a Hurd 
fishing rod which he won as a prize in 
the 1950 Hollywood, Fla., Fishing Tourna- 
ment, as first prize for landing a 3l-pound 
rock grouper. 

4 John Quinlan, formerly a clerk with 
Swartchild & Co., 5th floor, Washington 
Bldg., who has been with the U. S. Army 
stationed in the south for the past two 
years, dropped in on his friends recently 
while home on furlough. 

q Mallove’s, Inc., jewelers of New London 
and Danbury, Conn., recently remodeled 
the interior of their Danbury store, and 
are now in process of installing a new 
modern front on the same place. 

q Wendell Hay, of Trefry & Partridge, 
Inc., Beacon Hill jewelry store, Boston, 
recently was named a Registered Jeweler. 
Miss Ruth McIntyre, head bookkeeper at 
the same store, is planning a winter vaca- 
tion in Florida. 

q Cameron “Cam” Burnap of Norling & 
Bloom Co., Boston, returned from a recent 
trip to northern Maine with 100 pounds 
of choice spuds, raised there by the father- 
in-law of Morris Goodhue, jeweler of Fort 
Fairfield, Maine. 

q Mr. and Mrs. Elmer J. “Jockey” John- 
ston, of Caribou, Maine, visited their son 
Peter, recently, at Hebron Academy, He- 
bron, Maine. 

q Philip Webber, Jr., son of Phil Webber 
of Mahar & Engstrom Co., Jewelers Bldg., 
is back in Boston after more than a year 
with the U. S. Navy in Korea. 

q Monotony Jewelers, of East Arlington, 
Mass., have now combined with Peterson’s 
Associates, of Arlington and Needham, 
Mass., and Ted Frangolis, who was in 
charge of the East Arlington store, will 
remain, with John Peterson operating all 
three stores. 

q Jack C. Sawyer, of Laconia, N. H., re- 
cently remodeled his store. 

q Majoric A. Noury, jeweler of Man- 
chester, N. H., has been confined by illness 
in the Notre Dame Hospital in that city. 
q Regular monthly meeting of the Third 
Club was held in the Kenmore Hotel, 
Boston, November 3, with Mathew Brown, 
of Scott Jewelers, president of the club, 
presiding. 

q John T. Baker, jeweler of Middlebury, 
Vt., recently remodeled his store. Mr. 
Baker, an expert tool and die designer, has 
been specializing in turning out wooden 
and metal clock parts for a number of 
antique timepieces. 

q Hector Langlais, of E. Langlais Sons, 
Berlin, N. H., is welcoming friends to a 
new home he has just completed there. 

q Directors of the Massachusetts and 
Rhode Island Retail Jewelers Association 
held an executive meeting at the Hotel 
Bellevue, Boston, during October, and 
mapped out plans for the spring con- 
vention. 

q Pond Jewelers, Inc., of Chelsea and 
Lowell, Mass., are opening a new store 
on Elm St., Manchester, N. H. 

q Romm & Company, Inc., jewelers of 


Brockton, Mass., have purchased the store 
of Henry B. Waring, Fall River, Mass. 
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4 A festive “open house” celebration on 
‘November 3rd marked the formal opening 
of the Orloff Company’s new and larger 
quarters at.116 South 7th St., Philadelphia. 
The firm’s factory and general offices, 
which were formerly situated at 706 San- 
som St., occupy the entire sixth floor at 
the new location. 

q Members of the Twenty-Four Karat Club 
of Philadelphia were, at press time, sched- 
uled to attend their third annual dinner at 
the famous Old Bookbinder’s. Slated for 
November 15th, the affair showed promise 
of being every bit as successful as previous 
annual dinners. Club members were ad- 
vised that the evening’s agenda called for 
a grand delicious dinner, a terrific gala 
show, and “all you can drink.” | 
q Maebern’s. Atlantic City jewelry shop at 
1631 Boardwalk, was completely destroyed 
by fire on November 6th. Before they were 
routed, employees carried thousands of 
dollars worth of gems from the Maebern 
shop. 

q Two jewelry firms in Chester, Pa., Rou- 
bert, Inc., 620 Edgmont Ave., and Carl A. 
Doubet, 715 Edgmont Ave., participated in 
the annual window painting contest spon- 
sored by the Chester Optimist Club. These 
“official windows” not only directed the 
vitality of the youngsters into constructive 
rather than destructive activities during 
pre-Halloween prank nights, but also at- 
tracted the interest of many adults in the 
stores themselves. 

q Ed Roberts, owner of Hollywood Jewel- 
ers at 105a S. 16th St., Philadelphia, tells 
us he is looking around for a new and 
larger location. Business has increased con- 
siderably since his store was completely 
remodeled earlier this year. Credit for the 
increase in business is also given to the 
firm’s extensive advertising campaign which 
places emphasis on giving remembrances 
at the slightest pretext. 

q Gerlach’s Jewelers, at 6915 Market St. in 
Upper Darby, has attracted considerable 
attention to one show window with an 
exhibit of silver zodiac pins suitable for 
gift-giving. A form not more than a foot 
square was covered with a pastel lilac silk 
woven with a short pile. Onto this form 
silver pins were attached surrounding a 
circular paper on which was printed the 
divisions of the celestial sphere, with signs 
of the zodiac and an explanation of their 
meanings. The “sun” in the center showed 
the price of each pin—$1.00. 

q Leon Berman, owner of Berman-Green 
Co., has recently had his store at 121 S. 
9th St. painted and brightened. He’s in- 
creasing his stock of better merchandise 
and eliminating cheaper items because, he 
informs us, most of the people who are 
buying now want better quality. 

q Clymer Bros. moved October 22nd from 
2013. Market St., to larger and more 
modern quarters at 2019-2021 Market St. 
With four times as much space as _ they 
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previously occupied, displays have been jp. 
creased and new merchandise added. 
q Gillies Jewelers, at 113 York Road jy 
Jenkintown, has greatly increased direct. 
mail advertising over that used during the 
pre-Christmas season last year. The firm 
has signed a one-year contract to advertise 
in Milady, a local publication. 
q E. H. Kaufman of 1029 Chestnut St, ;, 
capitalizing on his collection of Australian 
opals. At times he displays in his window, 
and at other times in his cases, a sign 
which reads in part “My hobby collecting 
. the gem of all gems .. . Australian 
opals.” A large showing of set and unset 
stones surrounds the placard. 
¢ Barr’s is currently displaying a “diamond 
color graph” showing fourteen full-cut 
diamonds each varying in degrees of color 
from blue-white to brown. Represented on 
the graph are diamonds with a 500 per 
cent variation in retail value. Customers 
enjoy studying differences and _ like to 
guess at the values not shown. 
q The Eastern Pennsylvania Guild of the 
American Gem Society held a_ special 
meeting November 14th at the Museum of 
Natural Sciences on the Parkway to study 
fluorescence in gemstones. The regular 
meeting of the guild was held on the 20th, 
also at the Museum of Natural Sciences, 
with a lecture on pearls by G. Robert 
Crowningshield, director of the Gem Trade 
Laboratory of the Gemological Institute of 
America, as the major event. 
q Like many small jewelers Wolf’s of 15 
S. 13th St. had difficulty in getting folks 
to walk in and look around. To induce 
traffic, they now use a small invitation in 
the window: “Come in _ and _ browse 
around.” 
q The most striking thing you see as you 
look toward llth and Chestnut St. is 
Tappin’s newly redecorated store. An 
enormous red and white neon sign slanted 
toward the store as it descends matches 
the shape of the ultra-modern, full-length 
glass windows—which slant in toward the 
store at the base. The interior has also 
been streamlined. 
qC. R. Smith & Sons have designated one 
of their windows as an “economy window” 
in which they advertise reduced prices on 
overstocked lines.The plan is proving most 
profitable both as a means of turning over 
heavily stocked items and as a traffic 
builder. 
q Coronet Jewelers of City Line Shopping 
Center have been showing a group of suc- 
cessive displays of loose gemstones with 
potential designs beside them. The displays 
have been most successful in bringing in 
custom work according to one spokesman 
for the store. 





Levin Store in New Location 


A festive celebration on Thursday, Oc- 
tober 25th, marked the formal opening of 
the new and spacious quarters of Levin 
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Jewelers at 405 Clay Ave., Jeannette, Pa. 
All modern display and salesroom features 
are embodied in the new and ultra-mod- 
ern jewelry store. The firm was formerly 
located at 7th and Clay in Jeannette, Pa. 





Hamilton Revises Distribution 
Setup in Mid and Southwest 


The Hamilton Watch Co., effective 
October Ist, added two new wholesale 
distributors and extended the territories of 
two other Hamilton distributors to ade- 
quately serve the sales area which will be 
affected by the withdrawal of the C. A. 
Kiger Co., Kansas City, Mo. Announce- 
ment of the changes was made by Lowell 
F. Halligan, vice president in charge of 
sales. 

The Kiger Co. has announced that after 
January 1, 1952, it is voluntarily discon- 
tinuing the distribution of Hamilton 
watches to concentrate its efforts on the 
sale of diamonds exclusively. The Kiger 
firm, 65 years in the jewelry industry, has 
distributed Hamilton watches for 36 years. 

The new Hamilton distributors and their 
territories are: the B. M. Hammond Co., 
Inc. San Antonio, to serve jewelers in 
Texas and The Ball Co., Minneapolis, 





whose territory consists of North and 
South Dakota, Minnesota and Western 
Wisconsin. 

The Eisenstadt Manufacturing Co., St. 
Louis, Mo., has extended its distribution 
of Hamilton’s high quality watch line to 
include Nebraska, Kansas, Oklahoma and 
the western portions of Iowa and Missouri. 

J. P. Byrne and Sons Co., Denver, Colo., 
have added New Mexico, Colorado, and 
portions of Utah, Wyoming and Arizona 
to the territory in which they are now 
distributing Hamilton watches. 





Scott Jewelry Shop Re-opened 


A gala open house celebration was held 
October 15th by Miss Ada M. Scott to 
celebrate the re-opening and 15th anniver- 
sary of her jewelry and gift shop at 209 
East Broadway, Monmouth, II]. Miss Scott 
had for a number of years conducted her 
business at two other locations in Mon- 
mouth. The business was discontinued for 
a time until Miss Scott found a suitable 
location and remodeled it to her particular 
needs. 

Besides the jewelry, china, crystal, sil- 
verware and other gift items previously 
carried by Miss Scott, a new line of per- 
fume and collector’s dolls has been added. 
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Sansom Street Businessmen 
Install Caplan as President 


Members of the Sansom Street Business 
Men’s Association mixed business with 
pleasure at their 40th annual banquet held 
November Ist at the Latin Casino in Phila- 
delphia. Approximately 300 members and 
their guests were on hand to enjoy an 
evening of fun and informality and to par- 
ticipate in the installation of new officers. 

Presiding over the affair was Josef S. 
Milner, retiring president, who opened the 
festivities by introducing members and 
guests seated at the head table. After a 
short address of welcome, he asked those 
in attendance to stand and observe a 
moment of silence for the late Arthur 
Hagstoz, past president of the association 
who passed away recently. 

Highlighting the proceedings was the 
installation of Hyman N. Caplan as presi- 
dent of the organization for the coming 
year. After his installation, Mr. Caplan 
delivered a short talk in which he promised 
to do everything possible “to promote 
amity, good will and good fellowship” 
among members of the association. To 
assist him in his duties as presiding officer 
at future meetings, Mr. Caplan was pre- 
sented with a suitably engraved gavel. 


As a token of appreciation for his tire- 
less efforts on behalf of the association, 
Josef S. Milner, outgoing president, was 
presented with a plaque inscribed as fol- 
lows: “Award to Josef S. Milner, president 
1949-1951, in recognition of his sincere 
and untiring efforts on behalf of his fellow 
members and the good of the association. 
November, 1951.” As an added token of 
€steem, Mr. Milner was also presented with 
an attractive cowhide suitcase. The short 
Présentation address and the awarding of 
both gifts was made by Herman Dubrow, 
association secretary, who pinch-hitted for 
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Banquet Chairman Marcus Rosnov, who 
was unable to attend because of illness. 
Guest speaker of the evening was 
Maurice W. Kail, president of the United 
Business Men’s Association, who recounted 


many pertinent facts about the jewelry 


industry and outlined the activities of the 
association he represents. 

The evening’s festivities were climaxed 
by an excellent program of entertainment 
which was thoroughly enjoyed by all. 

In addition to President Caplan, the 
following officers were also installed at the 
banquet: Robert Shiffren, first vice presi- 
dent; Louis Neff, second vice president; 
Louis Wallen, treasurer: Herman Dubrow, 
secretary, and Morris Wolkof, recording 
secretary. 

Newly elected directors of the association 
are: Harry Paul, Irv. Rosenblum, Marcus 
Rosnov, Jules Schwartz, Ed. Tinkelman, 
B. Tratenberg, Jerome Atlas, David Cooper, 
Arnold Gordon, Al Govberg, Jack Hoffman 
and Ben Miller. 





Upon his retirement as president of the 
Sansom Street Business Men's Association, 
Josef S. Milner (right) was presented with 
a plaque for his tireless efforts on behalf 
of the organization during the past two 
years. Making the presentation is Herman 
Dubrow, association secretary. 
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ANTIQUES WANTED 


Silverware—Gold and plated jewelry 
—old costume jewelry—Watches— 
movements—watch bands, any kind, 
any type, in any condition. 
Diamonds, any kind or size—Gem 
and semi-precious stones. 

Gold Scrap—tilled and plated scrap. 
No consignment too large or too 
small. 

Our check sent immediately. Your 
consignment will be held intact for 
10 days, subject to your approval of 
our offer. 

Reference: Whitney National Bank, 
Morgan Branch, New Orleans, La. 
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q The Blankinship-Porter Co., Inc., for- 
merly located at 507 N. 19th St., Birming- 
ham, Ala., moved October Ist into new 
and larger quarters at 1925 5th Ave., N., 
that city. 

q Thirteen employees of the Arthur A. 
Everts Co., Inc., jewelers of Dallas, Texas, 
were presented with service pins at a 
“recognition” dinner held on the evening 
of October 18th at the Baker Hotel. Forty- 
five employees of the firm have received 
pins in previous annual events. 

q One of the jewelry industry’s most en- 
thusiastic supporters of “Employ the Han- 
dicapped Week” was R. C. Haltom, owner 
and manager of Haltom’s Jewelers, Inc., 
at 600 E. Belknap, Fort Worth, Texas. 
Mr. Haltom has trained and now employs 
two handicapped persons in his_ shop. 
Jack Reiner, 26, who lost his right leg in 
a hunting accident, is now a skillful pre- 
cision instrument worker and Robert Green 
who lost both legs as a result of a bone 
infection, is a polisher. Mr. Haltom, who 
contends that handicapped persons can be 
trained rapidly and become efficient and 
faithful workers, says he will train han- 
dicapped persons for future positions in 
his shop whenever available. 

q Everett R. Newberry, Jr., formerly as- 
sociated with Ferrell Jewelry Co., Jack- 
sonville, Fla., returned to that city No- 
vember 1 to assume his new post as store 
manager. Newberry has been active in the 
jewelry field for the past 16 years. 


q Stricker’s Jewelry Store, Inc., Chester, 
S. C., has been organized with capital 
stock of $10,000 to operate a retail jewelry 
store and retail sale of allied goods. 
George Brownstein is president. 


q Ben Gurr Jewelers, a new retail busi- 
ness concern for Charlotte, N. C., has 
opened at 232 North Tryon St. The build- 
ing in which the store is located has been 
completely remodeled and redecorated and 
a new front built. The store is air-con- 
ditioned and is equipped with a special 
illuminating system employing both 
fluorescent lights and a number of spot 
lights. Ben Gurr is proprietor. 


Baltimore-Washington News 


q Friends and associates are mourning the 
untimely death of Harry E. Baumohl, noted 
Baltimore wholesaler, who passed away 
suddenly on November Ist in his 55th year 
at his residence in the Emerson Hotel. He 
was co-founder and president of the busi- 
ness he conducted under the name of the 
U. S. Jewelry Co., Inc., and was instru- 
mental in the success of the organization 
since its ingeption more than 35 years ago. 
Mr. Baumohl was active in many functions 
of the jewelry industry and his loss will 
be felt greatly. 

q Fred J. Peusch, who for the past 40 
years has been in the employ of Leon Levi, 
Inc., jewelers at 316 W. Lexington St., 
Baltimore, was honored recently at a testi- 
monial dinner tendered him upon his re- 


THE SOUTH 


tirement from active duty. Mr. Peusch has 
been with the firm since 1911 and had 
watched it grow into one of the world’s 
largest establishments of its kind. James 
H. Levi, president of the firm, presented 
Mr. Peusch with a suitably inscribed gold 
wrist watch. 

q Paul’s Jewelry & Optical Store, 3319 
Eastern Ave., Baltimore, recently cele. 
brated its 37th anniversary in business, 
Jacob M. Paul, owner of the firm, stated 
that the store has been servicing the com. 
munity in the Highlandtown section of the 
city from the same address since November 
11, 1914, and claims to have one of the 
oldest establishments of its kind in this 
area. 

q The Carl J. Doederlein Co., at 320 N, 
Charles St., Baltimore, recently displayed 
in their store and over their regular tele. 
vision show a $100,000 pearl embroidered 
gown. This unique gown, created by Stella 
of I. Magnin & Co., and owned by the 
Imperial Pearl Syndicate, was exhibited 
for the first time in this part of the country 
at the Baltimore showing. It is reported 
that the dress will be on display in various 
cities for approximately a year, after which 
it will be dismantled. It is expected that 
the pearls will be sold singly and the 
proceeds of the sale be turned over to 
the Damon Runyon Cancer Fund. 

q Mr. and Mrs. Kenneth Lisenbee of 
Hyattsville, Md., have recently returned 
from a four-week motor trip to the West 
Coast, visiting a daughter in San Francisco 
and some of the jewelry stores in that area. 
q Bernard Fredland of Fredland Jewelers, 
8541 Georgia Ave., Silver Spring, Md. 
announced recently the opening of 4a 
branch store under the name of Land 
Jewelers at 8623 Colesville Road, that city. 
q Hackshaw Jewelers has opened a new 
store in the new Langley Park Shopping 
Center at 8012 New Hampshire Ave., Silver 
Spring, Md. Mr. Hackshaw still maintains 
his manufacturing business in downtown 
Washington. 

q Two Coast Guardsmen from the Curtis 
Bay Coast Guard Station, Baltimore, broke 
into Castelberg’s at 200 W. Lexington St, 
Baltimore, and tried to make off with two 
portable radios. They were apprehended 
before they could leave the store and were 
held by the police. 

q Ben Cohen of Cohen Bros., jewelers at 
1123 King St., Alexandria, Va., announced 
the opening of a new store, the fifth in 
the firm’s chain, at 721 King St. in Alex 
andria, under the name of Lane Jewelers. 
The store is attractively appointed and 
features 14 rows of fluorescent indirect 
lighting. Promotional work for the open 























ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 








THE JEWELERS’ CIRCULAR-KEYSTONE 








s handled by the J. D. Strong 
Agency and it is reported that approxi- 
mately 10,000 persons were attracted to 
the establishment. A watch and a diamond 
ring were given as prizes to holders of 
two lucky tickets. 

Leon Fleisher has opened a new store 
at 2617 Columbia Pike in Arlington, Va. 
A general line of popular priced and 
nationally branded merchandise is featured. 
¢ Insley Jewelers has moved to a new 
location at 7677 New Hampshire Ave., 
Takoma Park, Md. The store is in one of 
the recently constructed shopping centers 
on the northern fringe of Washington. 

4 B. Livingston & Co., 1423 H St., N. W., 
Washington, D. C., has enlarged its prem- 
jses to twice its original size allowing for 
better service to their customers. 

q Shah & Shah, 921 F St., N. W., Wash- 
ington, D. C., announced recently the open- 
ing of a branch store under the same name 
at 615 15th St., N. W., on November 11th. 
The store, displaying the same high quality 
merchandise as the parent store, is under 
the management of Frank Shah. 

4 The appointment of Elliot Kadison as 
merchandise manager was announced re- 
cently by the Relco Co., wholesale divi- 
sion of the Reliable Store Corporation, 200 
W. Lexington St., Baltimore. 
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Disabled Jeweler-Watchmaker 
Cited for Aiding Handicapped 


Eight years of hard work in helping 
handicapped people earn their own live- 
lihood: paid off recently for Lucian Thomas, 
33-year-old jeweler-watchmaker and Lub- 
bock (Texas) civic leader. Handicapped 
himself, Thomas received a citation from 
President Truman for “outstanding work 
in aiding physically handicapped.” 

The citation was sent to Harry Benge 
Crozier, chairman of the Governor’s Com- 
mittee for the Employment of the Physi- 
cally Handicapped, and chairman of the 
Texas Employment Commission in Austin. 

In a letter to Crozier, Vice Admiral 
Ross T. McIntire, chairman of the Presi- 
dent’s Committee on National Employ the 
Physically Handicapped, said: “Without 
question, the example and _ contributions 
made by this man (Thomas) have been 
outstanding, and he fully merits the pub- 
lic recognition which the citation will 
give him.” The certificate is given an- 
nually by the President’s NEPH Com- 
mittee. 

Thomas accepted the framed certificate 
from his wheel chair where he has been 
confined since sustaining an injury in an 
automobile accident twelve years ago. He 
was honored at a meeting of the Lubbock 
Lion Club where he was also cited for 
his assistance to twelve severely handi- 
capped persons in the Southwest enabling 
them to take their places in the business 
world, 

Thomas spends a great deal of his time 
planning and working for the handicapped 
people of West Texas. An outstanding 
community leader, he is currently serving 
his second year on the Lubbock City Com- 
mission. Through his membershnp on the 
South Plains Area Council, Boy Scouts 
of America, he has chartered a Boy Scout 
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troop and cub pack for handicapped 
youths of the area. Some 50 boys are ex- 
pected to take part in the program. 

In spite of being paralyzed from the 
waist down, Thomas is active in numerous 
other civic projects. At present he is 
serving as a regional vice president of 
the Texas Watchmakers Association. 
Thomas has trained several handicapped 
men in his jewelry store. Three have been 
able to set up their own watch repair 
shops in Texas and Oklahoma. He pres- 
ently has nine employees in his firm of 
which seven are handicapped. 
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Shown working here on a watch mechanism 
is Lucian Thomas, disabled jeweler-watch- 
maker of Lubbock, Texas, who was presented 
recently with a citation from President 
Truman for his “outstanding work in aiding 
physically handicapped." 





Schwartz Conducts Symposiums 
In Two Virginia Cities 


Technical symposiums on “Self-Winders” 
were given recently in two Virginia cities 
by Max J. Schwartz, senior instructor of 
the Joseph Bulova School of Watch- 
making. 

One of the discussion meetings on the 
new watch mechanism was held in Roanoke 
on November 14th and was sponsored by 
Fisher’s Supply House. Returning to Nor- 
folk for the second time, Mr. Schwartz 
was sponsored by Herr & Kline at a dinner 
and discussion meeting held on November 
16th. 

These popular symposiums on _ watch- 
making have been offered by the Bulova 
School for the past two years. In that 
time 75 discussion groups have met in 
over 50 cities in every region of the U. S. 
Mr. Schwartz spoke to a standing room 
only audience in Milwaukee, Detroit and 
Boston on his early fall tour which also 
included Duluth and Providence. 





A. Walker Co. Opens Showroom 


The Albert Walker Co., 87 year-old 
Rhode Island firm of wholesale jewelers, 
has opened a new showroom at 37 Chest- 
nut St., Providence, and invites members 
of the trade to visit them. Their modern 
lighted show cases have made a hit with 
retail jewelers. 





JEWELERS’ BOXES 


Cotton Filled 
Satin Lined 


Set-up and Folding Boxes 
for Flatware, China, Glass 


Fancy Wrapping Paper 
Seats, Stichers 
WRITE FOR CATALOG 
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PAPER PACKAGE CORPORATION 
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KEYSTONE 
Cultured Pearls... pasta 


A. 14K White Gold Cultured Pearl Shortener $4.50 
B. 14K Large Baroque Cult. Pearl Bracelet. .$30.00 
C. 14K Claw Mtgs. 7MM Cult. Pearl Earr. .$17.00 
D. 14K Cup Mtgs. 7MM Cult. Pearl Earr...$15.00 


S. SMIGROD 
32 WEST 47 STREET, N. Y. 19, N. Y. 
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Gold-Silver 
DLATING 


“ASK ABOUT” 


THODAN IZE 
Kesistant of Tarnishs 


TRACE MARK REG. VU. 6 PAT. OFF 














REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 
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Do you know why 


MICROTIME 
WATCH and CLOCK OILS 
Give the Best Lubrication? 





IF NOT... 
Ask Your Jobber Today! 
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EXCLUSIVELY IMPORTED BY 
THE NEWALL MFG. CO. 


Chicago 2 Illinois 











WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 














uleh, Case Pzhaning, 
Our work costs no more 
than ordinary work * 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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vz PRO-TEX-SIL 


Free Test Sample to Jewelers 

is yours today! See how one applica- 
tion of Pro-Tex-Sil protects for weeks. 
WELMAID MANUFACTURING CORP., Dept.212 
1737 N. Campbell Ave., Chicago 47, Il. 
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q.V. J. Newman, of the Jewelers’ Board 
of Trade, and his wife, Helen, celebrated 
their 23rd wedding anniversary on Novem- 
ber 10. The Newmans observed the occa- 
sion with dinner and a show—“South 
Pacific.” 

q Herbert Reichelt of Dodge, Inc., 706 
Hudson Ave., announced that the com- 
pany’s new catalogues would be out by the 
first of December. These will cover 
trophies, gifts and sports jewelry. One, 
called “Olympic Trophy Line” catalogue, 
was inspired by the Olympic games and 
the Grecian architecture of that time. 
There is also a new bowling catalogue. 

q Henn’s Jewelers, in suburban South Oak 
Park, was one of the local merchants par- 
ticipating in a Halloween program of dis- 
playing paintings by sixth grade children 
in local schools in store windows. The 
idea was for children to window shop to 
find which store was showing their pic- 
tures. With sclection of the paintings on a 
hit or miss basis, it was accidental but 
appropriate that one of the paintings in 
Henn’s window was by Connie Comiskey, 
ll-year-old daughter of Bill Comiskey, 
midwest advertising representative for THE 
JeweELers’ CiRcULAR-KEYSTONE. 

@ Mark Reznek, sales manager for Pakula 
& Co., 5 N. Wabash Ave., was vacationing 
for a few weeks in Florida. 

q Realizing that Stein & Ellbogen em- 
ployees now in the service would very 
much appreciate receiving mail from their 
friends in the industry, Rudy Samuels has 
given us the following names and ad- 
dresses: Warren Buckmaster, 823 North 
Ridgeland Ave., Oak Park; Pvt. Alan 
Friedman (US 55184640), Co. C, 28th 
Inf., Ft. Jackson, S. C.; Cpl. R. A. Dom- 
browski, 566111, “C” By. Ist 90 MM A. A. A. 
Gun Bn., Tent Camp, Camp LeJeune, 
N. C.; Ret. W. H. Richmond (US 55044- 
801), 912th Ord. Relm. & Class. Co., Ft. 
Benning, Ga.; Pvt. Harold Ziegler (US 
26336777), Prov. Co. S E 1402, A.P.O. 
#613, c/o Postmaster San _ Francisco, 
Calif.; and William L. Beduze, HMI, US 
Naval Hospital Staff, Camp Joseph H. 
Pendleton, Oceanside, Calif. 

q M. M. Shur, president of Van Schyndle, 
Inc., 36 S. State St., was gone about a 
week early in November on a buying trip 
in the East. The firm, creators of Vanlé 
fashion jewelry, reports that there is a 
very large demand for heraldic jewelry. 
This group is selling well in the form of 
necklaces, pins and bracelets. They have 
made up a1 special line of beautifully 
finished items in deep enamel colors. 
Among the most popular are sunbursts, 
Maltese crosses, and engraved shields. The 
firm predicts that this fall will be the 
best ever for the fashion minded jeweler. 
q Irving Jensen and Bernard Zell, joint 
managers of the Chicago office of Jacoby- 
Bender, Inc., 29 East Madison St., planned 
to leave around November 20th for a 
meeting in New York to work on next 
year’s lines. 
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q Al Hofeld of Barclay Jewelry, 36 5s, 
State St., planned to be away until Thanks. 
giving on a selling trip through Iowa. 

q Her many friends in the jewelry trade 
joined in early November to wish Christine 
Adams, office manager of the Lewy-Good. 
man Co., 1epresentatives for Marvella 
Pearls, a speedy recovery. As this was 
written, Christine had been ill with 
series of colds for nearly four weeks, 

q Nat Drobner, Bulova salesman of Rock 
Island, Ill., was pleasantly surprised on 
his birthday in September when five jewel. 
ers in the tri-city area presented him with 
a portrait of his late son, Lt. Martin S. 
Drobner. Mr. Drobner’s son was killed jn 
action on April 18, 1945, when he was 20 
years old and serving with the infantry jn 
Germany. The surprise presentation was 
planned by C. I. Josephson, M. Holland, 
Samuel Siegel, George Malcolm and Sam 
Sable, all jewelers in the Rock Island, 
Moline, Davenport area. 





More Than 120 Golden Roosters 
Attend Stag Despite Snowstorm 


The earliest snowstorm in 50 years didn’t 
keep the Golden Roosters from making 
their annual stag party on November 8 
one of the most successful to date. 

More than 120 Roosters attended the 
dinner and stayed for several acts of mus- 


, ical and comedy entertainment. 


Prior to the dinner, Richard “Dick” 
Showerman, this year’s Chanticleer, gave 
a cocktail party in honor of past Chan- 
ticleers and the committee chairmen who 
have helped him carry out the organiza- 
tion’s program during his term of office. 
Showerman engaged a room in the Hey- 
worth Building, 29 E. Madison St., where 
he maintains his own offices, where a bar 
was set up at 4 P. M. and remained open 
until just before the 7 P. M. call to dinner. 

During a short business session follow- 
ing dinner, the Roosters held their annual 
election of officers. The new officers, to be 
installed at the Roosters’ Ladies’ Night 
Party on February 24, include: V. J. 
Newman of the Jewelers Board of Trade, 
Chanticleer; Warren Hendricks of the 
Evans Case Co., Keeper of the Nest Egg 
or treasurer, and Robert Lieberman of 
Stein and Ellbogen Co., Scratcher of 
secretary. 

As is customary at the stag party, pledge 
cards were distributed for donations in 
support of the boys camp of the Division 
Street YMCA. The Golden Roosters have 
taken a special interest in the support of 
this camp for many years. 

Just before the entertainment got under 
way, Chanticleer Showerman introduced 
three welcome, out-of-town members at the 
affair: Jake Levin of Kansas City; Tom 
McMahon, who has lived on the West 
Coast since his retirement more than 4 
year ago and who is an _ honorary life 
member of the Roosters, and Bob Hinden 
of Milwaukee. | 
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Agnini and Singer Open 
New Chicago Showroom 


Agnini & Singer, Chicago rhinestone 
jewelry manufacturers, established their 
new Chicago showroom in Suite 1312, in 
the North American Building, 36 S. State 
St., on November 1. They formerly had a 
smaller display space at 29 E. Madison St. 

Jack Stull is in charge of the newly- 
furnished, modern showroom. He is as- 
sisted by Miss Florence Drake. 

Coupled with the announcement of the 
new showroom, the firm also revealed that 
it is increasing its sales staff from six to 
10 men who will cover every part of the 
country. 

Founded 30 years ago by Oreste J. 
Agnini, Sr. and Ralph Singer, both still 
active in the company, the firm recently 
adopted the trade mark Ora Originals. 

The main office and factory of this com- 
pany remaia at 656 N. Western Ave., 


Chicago. 





Excellent Talk on ‘Far East’ 
Highlights Luncheon of CJA 


The first business luncheon of the fall 
season of the Chicago Jewelers Association 
was held in the Crystal Room of the 
Palmer House on October 18. In accord- 
ance with past precedent, the first meeting 
was dedicated to past presidents of the 
association, and the following were present 
at the luncheon: George Engelhard, John 
G. Leiner, H. Paul Juergens, Howard D. 
Schaeffer. A. C. Becken, Jr.. R. Schell 
Hulbert and M. T. Montgomery. 

An unexpected and very welcome guest 
was Gus Weinfeld. honorary member of 
the Chicago Jewelers Association. Presi- 
dent Mead Montgomery also announced 
that Guy Dickinson and Claud Wheeler, 
both honorary members, had sent regrets 
that they were unable to attend. 

A short business session featured the 
reading of a very healthy financial report 
by Treasurer James H. Swartchild. Charles 
D. Ellbogen, chairman of the Social Rela- 
tions Committee, announced that plans 
were well under way for another outstand- 
ing CJA banquet to be held on January 5 
at the Stevens Hotel. Golf Committee 
Chairman A. H. Greene reported on plans 
for the summer outing, which will again 
be held at Elmhurst Country Club, the 
scene of this year’s very successful tourna- 
ment. 

After lunch the members heard an excel- 
lent talk by Louis J. Alber, famous foreign 
correspondent and authority on the Far 
Fast. Mr. Alber. a fine lecturer, with 
complete command of his subject, gave the 
audience a real insight on the political 
workings of the Far East and what domi- 
nation of that part of the world means to 
global security. 




















DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 
31.N. STATE ST. CHICAGO 2, ILL. 
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The association’s next meeting was 
planned for November 15 in the Illinois 
Room of the Palmer House. This was 
scheduled to be the group’s last meeting 
of the year. Billy Grant, well known story 
teller and comedian, was slated for the 
guest speaker’s spot. 

The next event on the CJA calendar is 
the annual banquet, to be held January 5 
in the Grand Ballroom of the Stevens 
Hotel. This event is the traditional social 
highlight for the jewelry trade in Chicago. 
Early 1eports on the sale of tickets indi- 
cated that attendance would probably hit 
an all-time high at this year’s banquet. 





Illinois Watchmakers 
Re-elect Herron President 


Members of the Illinois Watchmakers 
Association on October 16th invaded the 
Adler Planetarium and Astronomical Mu- 
seum. This institution, which also houses 
one of the finest collections of antique 
scientific instruments, had on display a 
$20,000 celestial clock by Graham. 

During a short business meeting the 
following officers were re-elected: Presi- 
dent, Harold L. Herron; Vice President, 
Robert L. Scott: Treasurer, Vernon W. 
Gros; Secretary, Herb Johnson; Executive 
Board Members: William G. Wilkie, 
Richard Garcia, Walter Strauss, George 
Victor and Fred Mosher. 

Albert V. Shatzel, assistant director of 
the Planetarium, delivered a lecture on 
“Stars of Autumn.” This included a short 
summary of astronomy and a historical 
sketch of the constellations, which were 
projected on the ceiling of the planetarium. 
Many members remarked that it was an 
awe-inspiring feeling to sit under a pitch 
black dome and have the various stars and 
planets put through their paces. 

After the lecture, the watchmakers were 
invited to visit the library where Professor 
Shatzel gave them a preview of the many 
clocks? watches, and chronometers which 
he is getting ready for an early American 
clock exhibit. 

At the next meeting, November 20, at 
the LaSalle Hotel, a detailed and instruc- 
tive course in the “Ideal System” for 
jewelers and watchmakers was planned. 





Named 
Advertising 
Mor. at 
Ollendorf 
Watch Co. 


MICHAEL MERRILL 


The Ollendorff Watch Co., Inc., manu- 
facturers of the Gotham watch, announced 
recently the appointment of Michael 
Merrill as advertising manager. 

Mr. Merrill was formerly a partner at 
Merrill, Craig & Co., a mail order house. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 
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MICHIGAN SALESMAN 


Carry our complete line of Dia- 
monds, Watches and Jewelry. 
This is a real opportunity for 
aggressive man who has success- 
fully traveled this territory. Many 
well established, active accounts 
available. Guaranteed salary and 
commission. Car available if re- 
quired. All replies strictly con- 
fidential. 


HART JEWELRY CO. 


27 E. Monroe St., Chicago 2, Ill. 
Phones: DEarborn 2-1417-1418 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
Students may enroll at any time of the year 
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DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 


114 West 6th Street. Cincinnati, Ohio 
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AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI ° DALLAS 























We SPECIALIZE... 


in special order work. Sead as your 
specifications. W. id submit a design 
without obligation. 
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Exclusive Local Franchise 
WRITE TODAY for Complete Detelis 


A.G.SCHWAB *:.c 


INC. 
9 fest Sixth Street 
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CINCINNATI 2, OHIO 
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The Wallenstein-Mayer Co. 


31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


Makes of 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


We Give You SERVICE PLUS 
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q Virtually all local manufacturers and 
wholesalers were keeping their offices and 
salesrooms open evenings and weekends 
during late November and the first three 
weeks of December to accommodate retail- 
ers requiring last-minute stock replenish- 
ments. It is generally agreed that business 
this year will be very satisfactory because 
of the present record employment at high 
wages. 

q Elmer T. Herzog, retailer at 806 Madison 
Ave. in suburban Covington, Ky., staged 
a formal opening on November 16 and 17, 
following complete remodeling and mod- 
ernization of the store, which included 
widening the front four feet, setting back 
the entrance 13 feet and installation of a 
stainless steel and glass front to provide 
a full view of the interior from the side- 
walk. All of the interior furnishings and 
lighting are new against a background of 
peach, rose and aqua painted walls. The 
store, at the same location for 32 years, 
has 14 employees including three watch- 
makers. Many Cincinnati wholesalers and 
manufacturers attended the formal opening. 
q William J. Toensmeyer has been ap- 
pointed manager ef the diamond depart- 
ment of the Frank Herschede Co., retailers 
at 8 West Fourth St. He has been with 
the store more than 20 years in charge of 
the manufacturing, special order and watch 
departments, and previously had been a 
manufacturing jeweler. 

q An alert clerk, Leslie Smith, of the 
Morris Jewelry Co., retailers at 248 East 
Fifth St., caused the capture of an alleged 
gunman when he trailed the man from the 
store and summoned police. Smith was 
listening to a police broadcast of a shoe 
store robbery in another section of the 
city, when the suspect walked in to have 
a watch repaired. The prisoner, an escapee 
from the Utah State Prison, later admitted 
to police, they said, that he previously had 
robbed a Cleveland jewelry store. 

q Motch the Jeweler of 613 Madison Ave., 
Covington, Ky., recently celebrated the 
94th anniversary of the store, which was 
established by M. C. Motch, a native of 
Alsace Lorraine, in 1857. Following his 
death, the business was operated by three 
sons and two daughters, and is now oper- 
ated by the third generation, Franklin, 
Edwin and Arthur Motch. The store, 
managed by Henry Schulz, has been in 
the same location since it was opened. 

q Recent visitors have included Frank 
Budlong of Budlong, Docherty & Arm- 
strong, Providence, R. I.; Wallace Neu- 
mann and William Lewe, diamond dealers 
of New York City; Louis Radt, diamond 
dealer of Chicago; Herman Rubin of the 
Maynard-Page retail store in Miami, Fla., 
and Mrs. Leonard Goetzke, retailer in 
Flint, Mich. 

q I. B. Goodman of the I. B. Goodman 
Manufacturing Co., 205 West Fourth St., 
completed an extended business trip 


through the West and South by vacationing 
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at Miami, Fla., for two weeks, 
Goodman joined him in Louisiana, 
q Recent selling trips were made by 
Robert Faigle of Faigle Brothers, many. 
facturers, 528 Walnut St.; Joseph Faigle, 
Jr., of Joseph Faigle and Sons, manufac. 
turers, 2219 Quebec Road; A. R. Jester, 
manufacturer, 510 Vine St.; Theodore 
Knoebber, manufacturer, 514 Main St; 
John Schira, Jr., of Schira Brothers, many. 
facturers, 530 Walnut St.; William Garrett 
of the Harry Greenwold Co., wholesalers, 
18 West Seventh St.; R. C. Ejibel and 
Albert Wehry of the Klein Brothers Co,, 
wholesalers, 626 Vine St., and William 
Rauch of C. and H. Rauch, Inc., whole. 
salers, 530 Walnut St. 

q George Weibell, retailer in suburban 
St. Bernard, O., has recently modernized 
his store by the installation of new blond 
wall cases, and has added ceramic gifts 
for the holiday trade. 

q The B. David Co., manufacturers at 1403 
Central Parkway, had a display at the 
recent Indianapolis show, with Carl Martin, 
owner, Mrs. Martin, and Ernie Carder, 
salesman, in attendance. 

q Julian Schwab and James Heldman of 
A. G. Schwab and Sons, Inc., wholesalers 
at 229 East Sixth St., made a_ business 
trip to Providence and New York City 
during November. 

q Doris Taylor, secretary for Schira Broth- 
ers, manufacturers at 530 Walnut St., at- 
tended a home-coming celebration at the 
University of Kentucky in Lexington the 
first weekend in November. 

q Julius Jacobs of the D. Jacobs Sons Co., 
wholesalers at 811 Race St., is recuperating 
from surgery at his home. 

q Maury Gerwe of the Gerwe Brown Co., 
wholesalers in the Temple Bar Building, 
is again on the job following a minor 
operation. 


Mrs, 





Rough Diamond of Gem Quality 
Found 35 Miles from Cincinnati 


The recent finding of a rough diamond 
of gem quality near Milford, Ky., 35 miles 
southeast of Cincinnati, has aroused con- 
siderable interest among Cincinnati jewel- 
ers, but none of them is anticipating the 
development of a diamond mining industry 
in that area. 

The discoverer was pretty 23-year-old 
Mrs. Betty Marcaurelle, and the gem was 
found in a tobacco field at her family’s 
former residence. “It looked different, so 
I picked it up and decided to see what it 
was,” she said. 

A retail jeweler in Cynthiana, Ky., said 
it might be a diamond, and suggested hav- 
ing it expertized by Edward F. Herschede, 
Jr., certified gemologist and director of 
the Cincinnati Gemological Laboratory in 
the Keith Building in that city. 

Unlike most rough diamonds, this one 
lacked the frosty coating normally found, 
but had a clear transparent surface. It was 
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and possibly two or three rough diamonds 
have been found in Ohio.” 

Daniel Jones, Kentucky state geologist, 
said there had been vague reports of a 
rough diamond having been found in 
southern Kentucky about 50 years ago, but 
that Mrs. Marcaurelle’s find was the first 
authenticated one in that state. He de- 
scribed it as “of great national geologic 
importance, because from a new area.” 

According to Mr. Herschede, the pre- 
historic glacier in which the diamond was 
formed started west and south of Hudson 
Bay, and moved through what is now Wis- 
consin, Indiana and Ohio to disintegrate 
finally in Kentucky some 25,000 years ago. 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 

















Nebraska Watchmakers Attend Representative samples from the Ascot 811-813 RACE STREET, CINCINNATI 2, OHIO 
Ten 7 lighter line are grouped around “The 
Two-Day Clinic in Milford Golden Scissors Award" which was re- 





; : cently presented to A.S.R. by the Cali- 
One at the moet 1 erenagaen and educa- fornia Fashion Creators "for distinguished 
tional watchmakers clinics ever held in the high fashion styling in the lighter field.” 


State of Nebraska was brought to a close 
the evening of October 3rd in the watch 
repair department of the Nebraska State 
Trade School in Milford. Thirty-two 


William C. Kent, executive director of 
California Fashion Creators, stated in mak- 
: . ing the award: “We are interested in 
watchmakers from a radius of 100 miles design in all fields of endeavor and after 
drove through stormy weather to spend a careful study of. the lighter field we 


two nights studying chart analysis as found that A.S.R. pioneered in high fash- 
shown by the WatchMaster watch rate ion styling and design and made their 
recorder. Included on the two-day program lighter a true fashion accessory. In pre- 





were chalk talks on watch repairing and senting “The Golden Scissors Award’ to 
the showing of slides illustrating the mal- A.S.R. Ascot lighters we feel we are en- 
function of all types of men’s and ladies’ couraging others, in kindred fields, to 
wrist watches. Much written material rela- create for better fashion accessory de- 
tive to adjusting and rating was analyzed signing.” 


and further explained. 


The clinic was conducted by L. M. " 
Lewis and Max Lee of the Southwestern First Veteran of Korean 





On the job! 


—_ College, Weatherford, Okla., with | Campaign Enters Bulova School Our volunteer speakers are 
t ssi: : . ; ; ; 
- Sacemnente Pa gia Averill, ‘Watch Frederick Davideit, first disabled vet- saving thousands of lives to- 
‘ ; ie f th , 2 ” 
Among those attending were Vincent J. aime 2 - prog h Bulova Paap day salen factories and offices, 
Stead of David City, president, and Earl _—s at neighborhood centers and 


Watchmaking, entered that unique re- 


aineaal mv ¢ anization meetings all 
habilitation and training center for vet- at organizat Sg 


F, Oliver of Hastings, secretary-treasurer 




















: the Horclogical Association of Ne- | crans on October 19th. over this land... showing peo- 
a The Nebraska Retail Jewelers As- Injured on August 3, 1950, at Pusan, ple what they can do to pro- 
Tem Seton, ¢ Hasti; nted by President Korea, Mr. Davideit has been hospitalized tect themselves and their fam- 
odin en at Walter Reed Hospital in Washington ae 
‘ ‘2 ; : ’ € < r, 
— analysis, repairing and rating were D. C., where he was treated following the ities a Gonthcuemn comes 
stressed at the two-day clinic as they were amputation of his right foot. For information just telephone 
During his three and a half years in the American Cancer Society 
——«| the Army, into which he enlisted from “ > 
EXPERT high school in Andover, Mass. Mr. Davideit or address a eee mp on 
PEARL RESTRINGING served six months in the infantry and 29 care of your local Fost a 
cnet Prompt oir — _ strand plus months in the military police. 
issin t t > . ° ° 
clasps, clicks, etc., replaced at’ reasonable While he attends the Joseph Bulova American Cancer Society 
Prices, All jobs guaranteed. School of Watchmaking, at no cost to him 
B. FEINSTEIN or the Veterans Administration, he wil 
$1 'N. State St. Chicago 2, Mlinols live nearby in Woodside, L. I, N. Y. 
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Gypsy hails 





Beloved Bavarian pieces of old tradi- 
tion. Each piece masterfully hand- 
painted in vivid and vibrant detail— 
depicting legends of gypsy life. 


10” PLATE—833.00 doz. 
12” PLATE—854.00 doz. 


Shipped in pairs only 





Send for catalog 


LIPPER & MANN, Ine. 
225 Fifth Ave., New York 10, N. Y. 

















ay importers of 
ENGLISH CHINA 
and 
EARTHENWARE 
Steck and Import 


FONDEVILLE & CO., INC. 
New Yerk 10, N. Y. 
AL. 4-0104 




















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCh & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 

ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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Holders of Speed Records 
Found Omega Society in N. Y. 


Famous stars of track, aviation, auto- 
racing and swimming met at the New 
York Athletic Club on October 23rd to 
found the Omega Society, first and only 
group of its kind in the world, whose 
members must all hold a world or national 
speed record in order to be eligible. 





From left to right are: Norman Morris, pres- 
ident of the Norman M. Morris Corp.; Lt. 
Col. Richard L. Johnson, transatlantic speed 
record holder; Ab Jenkins, auto speed king, 
and Capt. Charles Blair, maximum airspeed 
record holder, who met in New York 
October 23rd to form the Omega Society. 


The Omega Society is sponsored by the 
Norman M. Morris Corp., representatives 
in this country for the Omega Watch Co., 





famous as the official timekeepers for the 
Olympic Games and holder of coveted 
awards for accuracy. 

Dr. George Spitz of Queens College leq 
the discussion on how the Omega Society 
could best help the young athletes jp the 
United States. The group discussed the 
ways in which they could best implement 
the four-fold program of the Omega 
Society. 

Included among the Society’s objectives 
is the development of young speed record 
contestants with an eye toward upholding 
America’s prestige in future speed record 
attempts. 

Glenn Cunningham, one of the most 
famous American track stars, flew in from 
Kansas for the occasion; Ab Jenkins (who 
holds more speed records than any other 
man in sports) came in from Salt Lake 
City; Capt. Charles Blair, now a commer. 
cial airline pilot in New York City, who 
holds the speed record for crossing the 
Atlantic, attended; Gil Dodds came in from 
Wheaton College, Illinois, where he 
coaches; Lt. Col. Richard L. Johnson, who 
holds the official speed record of having 
flown faster than any other human being 
(his records were made in a jet plane), 
took a leave of absence from his Air Force 
duties to be at the charter meeting; and 
Florence Chadwick attended fresh from 
her triumph as the first woman in the 
world to swim the English Channel both 
ways. 





ee 


The West Coast 


q Budd Rosenberg, vice president of 
Gensler-Lee Jewelers, San Francisco, 
Calif., has been elected a trustee of the 
National Foundation for Consumer Credit 
which has recently been consolidated with 
the Retail Credit Institute of America. 
Headquarters are in Washington, D. C. 
q Harold and Paul Jewelers of Vallejo, 
Calif., had a most successful formal open- 
ing when they moved into their new store 
at 921 Tennessee St. New facilities are 
not only larger than their old location but 
more modern in every respect. Owners of 
the store are Harold Levin and Paul 
Silveira. 

q Shreve & Co., Inc., 200 Post St., San 
Francisco, celebrate their 100th year in 
business this year. To commemorate the 
event, the firm is expanding its facilities 
by the addition of a china and crystal de- 
partment. 

q A successful father and son duo operate 
the new and modern firm of East Jewelry, 
recently opened at 50 N. Lake St., Pasa- 
dena, Calif. W. T. East, the father in 
this team, operated a jewelry store under 
this same name for many years in the 
Commonwealth Building in Denver, Colo. 
Son Gene East is a watchmaker and has 
joined his father as a partner. 

q Ray Weller, a retail jeweler in Auburn, 
Calif., was killed in an automobile crash 
on October 9th. 

q Paul De Vries, Inc., New York diamond 
house, has opened an office at 185 Post St., 
San Francisco, to service West Coast ac- 
counts. Bernard A. MacDwyer and John 














De Leeuw will be in the new office. Both 
have been associated with the De Vries 
organization for many years. 

q Newton Griffith has purchased the Rose- 
mead Jewelers, Rosemead, Calif., from for- 
mer owner Paul M. Jones. Mr. Griffith 
has been associated with Lester’s Jewel- 
ers who have stores throughout the South- 
west for the past several years. 

q Gomez & Sons, San Francisco manufac- 
turing jewelers, have moved into new qual- 
ters on the 5th floor, 185 Post St., that 
city, Former location was 140 Geary St. 
q Michaud’s Jewelry, 82 3rd Ave., San 
Mateo, Calif., has been purchased by 
George Randolph who for many years 
operated the Randolph Jewelry Co. at Post 
and Stockton Sts. in San Francisco. Name 
of the San Mateo jewelry store will be 
changed to Randolph Jewelers and Mr. 
Randolph has announced that his sons, 
Earl and Raymond, will join him in the 
business as partners. 


q There were big doings in Los Banos, 
Calif., recently when Delmar Jewelers 
moved into their brand new store. High- 
light of opening day features was a trea- 
sure chest containing 50 gifts that were 
presented to 50 persons drawing lucky 
keys that opened the chest. Orchids were 
also presented to all ladies attending the 

















GEM TESTING LABORATORY 


Has only X-Ray equipment in the West for 
pearl identification. Testing of all stones. 
Appraisals for the trade. Same day return of 
shipments. 


KENNETH F. MacKENZIE, F.G.A. 
Gemologist 


707 So. Hill St., Les Angeles 14, California 
Appraisals and Gem Testing Exclusively 
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January, 1952 


3.11—Pittsburgh Glass and Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

3.11—Keytsone China & Glass Show, 
Fort Pitt Hotel, Pittsburgh, Pa. . 

5—Chicago Jewelers’ Association, An- 
nual Banquet, Hotel Stevens, Chicago, IIl. 

12—Twenty-Four Karat Club of the City 
of New York, Annual Banquet, Waldorf- 
Astoria Hotel, New York. 

13-18—New York Lamp Show, Hotel 
New Yorker, New York. 

90-23—Southern Jewelry Show, Peach- 
tree-on-Peachtree and Ansley Hotels, At- 
lanta, Ga. 

90-25—California Gift Show, Merchan- 
dise Mart, Brack Shops, Alexandria and 
Biltmore Hotels, and Individual Show- 
rooms, Los Angeles, Calif. 

97-February 1— Mid-Winter Market 
Week, Parker House, Boston, Mass. 


February 


3.6—San Francisco Gift, Housewares 
and Stationery Show, Western Merchan- 
dise Mart, Civic Auditorium, and St. 
Francis, Palace and Sir Frances Drake 
Hotels, San Francisco, Calif. 
4-15—Chicago Gift Show, Palmer House 
and LaSalle Hotel, Chicago, III. 
4-15—Registered California Gift & Din- 
nerware Show, Morrison Hotel, Chicago, 
Il. 

4-16—Merchandise Mart Gift 
Merchandise Mart, Chicago, III. 


Show, 





10-13—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

17-20—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

17-21—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 
- 17-21—Seattle Gift, Housewares and Sta- 
tionery Show, Olympic and New Washing- 
ton Hotels, Seattle, Wash. 

24-27—Portland Gift, Housewares and 
Stationery Show, Plaza Hotel and Portland 
Public Auditorium, Portland, Ore. 

24-29—Registered California Gift & Din- 
nerware Show, McAlpin Hotel, New York. 

25-29—New York Gift Show, Hotels New 
Yorker and Statler, New York. 


March 


2-5—Denver Gift and Jewelry 
Hotel Albany, Denver, Colo. 

2-6—Detroit Gift Show, Statler and 
Book-Cadillac Hotels, Detroit, Mich. 

2-7—Parker House Gift Show, Parker 
House, Boston, Mass. 

3-7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

10-14—Mid-South Gift and Jewelry 
Show and Mid-South Variety Show, Gayoso 
Hotel, Memphis, Tenn. 

16-19—Washington Gift 
Willard, Washington, D. C. 

16-19—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

23-26—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

29-31—Kansas Retail Jewelers Associa- 
tion and Kansas State Horological Asso- 
ciation, Joint Annual Convention, Lassen 


Hotel, Wichita, Kan. 


April 


15-18—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

20-21—Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Yorktowne 


Hotel, York, Pa. 


Show, 


Show, Hotel 





opening. Owners of the four-year-old 
jewelry store are Edward H. Smith and 
Alan Whitehurst. 

q Oliver Enders Jewelers, 4844 E. 14th 
St, Oakland, has been purchased by Mr. 
and Mrs. Roy Palmer from the former 
owner, E. Daniel Stucki. 

q Lawrence Bacon Jewelry has moved into 
a new store on Walker St., in Orland, Calif. 
New store has jewelry cases along left wall 
while gift .merchandise is displayed on 











TEDMAN IMPORTING CO. 
225 Fifth Ave. Suite 829 
New York 10, New Yerk 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 
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CRYSTAL by BRODEGAARD 

from SWEDEN a Made in U. S. A. 

mware — Drinkware — Accessories 
Send for mew 1951 Catalog 

R. F. BRODEGAARD & CO., Inc. 


225 FIFTH AVENUE NEW YORK 10, N. Y. 
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island cases on the right hand side of the 
floor area. Firm also has a watch repair 
department. 

q It’s a brand new home for Robert Mol- 
lica’s jewelry store in Santa Maria, Calif. 
After 12 successful years at their old loca- 
tion at 116 N. Broadway, the firm has 
moved into a new store at 102 So. Broad- 
way. All new, modern fixtures have been 
installed. Shadow box window displays 
are utilized on two sides of the store fac- 
ing the street. 

q Returning from retirement, N. E. Porter 
has again entered the jewelry business 
with a new retail store at 810 Tenth St., 
Modesto. Mr. Porter retired three years 
ago after 20 years of jewelry retailing in 
this same city. 

q It was moving day for Ingraham Jewel- 
ers of Merced, when they occupied their 
new store at 558 17th St. Former loca- 
tion was 515 17th St. Owner of the firm 
is Clyde Ingraham. 

q Jay Meronoff who formerly operated a 
watch material business in New York City 
under the name, J. Meronoff Watch Ma- 
terials, has joined the R. P. Gallien or- 
ganization in Los Angeles. 


® Haviland 
; China 





authentic 
trademarks 











WHEN 





MADE IN C 

AMERICA is 

“8 

+ 

= MADE IN ve 
“f _| FRANCE 

i“ - —_ : tg 

SN & 

Sed : o-: 

*= Haviland & C°= 

-< sy in ecoRreoereorar#reoo - 

ae 26 WEST 23rd ST., NEW YORK 10, N. Y. ee 


“ie 
-& CHICAGO LOS ANGELES « 
2 *Reg. U.S. Pat. Of. a 
Ss ~~ Ft 2% ae sais ‘ : we: 3 $ cong ~e 













GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 


Tel. GR 7-0400 
CHINA * GLASS e TABLEWARE 
EARTHENWARE e@ GIFT and ARTWARES 


Domestic and Foreign 








conte WINDSOR WARE 


English Earthenware 
U.S.A. Representatives 


FISHER, BRUCE 2 CO. 


Phila.: 221 Market St. ¢ New York: 1107 Broadway 
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Booths 


FINE ENGLISH 

TABLEW ARE 
Send for illustrated pampblets 

MIDHURST IMPORTING CORP. 














129 FIFTH AVENUE, NEW YORK 3, N. Y. 











DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue, New York 
Merchandise Mart, Chicago 


GIFT AND ART 
NOVELTIES 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section J—Final General Instructions, Part I—Continued; Parts 2 to 5 





Section J—General Instruction 


i. Designing and layout on the_ work; 
judging place for engraving; choosing 
styles of engraving for inscriptions and 
ornamental or decorative work as ap- 
plied to (a) bracelets (identification 
type); (b) bracelets (round, solid type); 
(c) loving cups; (d) baby cups; (e) 
pitchers, bowls; (f) watch cases; (g) 
casket plates; (h) inside ring engraving. 

2. Cementing work too small to be held by 

block attachments. 

. Transferring designs for engraving sil- 

ver flatware. 

. Duplicating signatures. 

. Designing and cutting emblems. 

. Cutting for fill-in work on celluloid, py- 
ralin and other plastic wares. 

- Making transcription plates, 

other metals. 
(a) preparation; (b) engraving; (c) ox- 
idizing; (d) lacquering. 

8. Designing and engraving comprehensive 
sample plate. 


=~ GQwVishL w 


brass or 





For inside ring engraving, cut nar- 
row strips of copper in various ring 
widths and sizes. They can be soldered 
with soft solder. Use a jeweler’s ring 
mandril to shape them. Brass practice 
rings can also be made or purchased 
(Figure 82). They will be a firmer and 
steadier although the metal does not 
cut as smoothly as copper. Practice 
the simple Script alphabet and nu- 





Fig. 83. Ring clamp 
attachment. 


Fig. 82. Brass prac- 
tice ring. 


merals inside until good results are 
seen. The ring can be held in the 
fingers, braced in a grooved piece of 


wood clamped in the block, or a ring . 


clamp attachment can be used (Figure 
83). Considerable lift should be used 
and a short belly is desirable. Here 
again all cuts can be made with a 
straight graver. Bent gravers can be 
bought especially for this work and 
if the student feels he can get better 
results with them, by all means use 
them. Some engravers find this work 
easier if they use a greater script 
slant, some prefer a lesser script slant. 
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The slant used in not important if the 
work and the slant is consistent. 

The block alphabet is especially 
adaptable here. Practice the slanted 
Roman alphabet (explained under 
Identification Bracelets). Use broad 
stems or shade lines so that letters may 
be easily read. Tips or serifs may be 
over-emphasized to strengthen the ap- 
pearance. Use regular script numerals 
when doing inscriptions. Inscriptions 
usually read as follows: “G. F. E.— 
H. R. N. 9-21-38.” “To” may be pre- 
ferred instead of the dash, so use a 
small “to.” The contrast is good with 
block initials. When doing script ini- 
tials, you would naturally use script 
throughout. 

In concluding Item 1 it is well to 
consider how some other objects are 
clamped in the engraving block. Signet 
rings, usually having a flat surface for 











Fig. 84. Signet ring is clamped in 
block between pieces of soft wood. 


engraving, must be held firmly. See 
Figure 84. Clamped between two 
pieces of soft wood the ring oannot 
shift its position during cutting. 
Figure 85 shows how a compact is 





Fig. 85. Compact clamped 
in block. 


held for engraving. Remember, all ar. 
ticles must be held with flannel] oy 
chamois to prevent the attachments 
from marring the surfaces. 

Figure 86 shows a locket held by pin 
attachments. Figure 87 shows a small 
plate (detached from a tie clip) being 





Fig. 86. Locket in Fig. 87. Tie clip in 


pin attachments. special holder. 


held in the four-in-one attachments. 
Their use is so varied it should be con- 
sidered money well spent to purchase 
a set. 


2. CEMENTING WORK 


Cut out several pieces of copper, 
ankle bracelet size, and two pieces key- 
chain tag size. On the bracelet tags, 
cut single names in script, vertical 
script, block with flat graver, liner and 
round graver. Cut three initials in 
script, vertical script and block with 
flat graver and liner. On the key-chain 
tag, cut three drop Roman letters using 
only two periods centered between let- 
ters. Periods can be placed immedi 
ately following each letter in their 
usual position. The first treatment 1s 
more pleasing to the eye. On the other 
tag, cut three drop-script letters loop: 
ing them together. These tags are 
usually too small to be held in the 
block attachments so it will be neces 
sary to cement them on a plate and 
clamp the plate in the block (see Fig 
ure 88). A plain brass plate will do 
very well and chasers’ or engravers 
cement can be used. Warm the plate 
over an alcohol flame and allow the 
cement to run over the surface. Tags 


can be placed in the cement while it 
is cooling. —_—_ > 
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im your repair shop 


THEN 


let it cut your repair time, assist in putting out 
better work, satisfy more customers, reduce 
“come-backs” and build prestige . . . while you 
meet convenient monthly payments with a part 
of the extra profits it can earn. So. — 


BETTER BUY THE BEST 
WRITE FOR DEMONSTRATION 


More WatchMasters have been sold and are being sold 
than all other watch-timing machines in the world, 
combined. There must be a reason. There is. It’s the BEST 


Continuous Researc 





American Time Products, Ine. 


580'Fifth Avenue New York 19, N.Y. 


OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 
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Fig. 88. Name tag is cemented to a 
plate to be held in engraver's block. 


3. TRANSFERRING DESIGNS 


For practice cutting on silver flat- 
ware, cut 16 strips of copper in the 
general shape of a fork handle. Care- 
fully design and cut near the top of 
the piece: 

(1) One Old English letter ribbon 

cut. 

(2) One slanted script letter. 

(3) Three vertical script drop let- 
ters. 

(4) One block monogram. This de- 
sign should be narrow and long 
conforming with the shape of 
the piece to be engraved. A nar- 
now liner should be used as a 
wide liner produces a_ bulky 
looking monogram. 

For each design, make three addi- 
tional transfers, using the Buffalo pad 
(Figure 89). To do this, fill-in cutting 
with any type of powder. Press design 
on pad lightly and remove. The powder 
adheres to the pad and a clear design 
shows. Prepare a blank piece by 





Fig. 89. Buffalo Transfer Pad. 


smearing a thin film of transfer wax 
or beeswax on the surface. Place over 
impression on pad, lightly press and 
remove. A clear print will show in 
the wax. This may be cut as it is or 
traced with a steel point, wiped off 
and cut. Several prints can be made 
from one impression. There are many 
other ways to transfer designs but since 
none are better nor quicker than the 
above method they will not be men- 
tioned here. Figure 90 shows how to 
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hold flatware securely, using the 


grooved attachments. 







Fig. 90. Flatware 
in special holder. 


= 


4. DUPLICATING SIGNATURES 


Occasionally there is a call for 
transferring and cutting signatures on 
flat plates or fountain pens. The pro- 
cedure is as follows: Have the person 
write the signature the desired size on 
a piece of paper. Rub pencil lead dust 
or lamp-black on the back of the 
paper. On the surface to be engraved, 
place a thick creamy coat of Chinese 
white. Place the paper in position and 
trace, with a hard pencil, the outline 
of the signature. A clear black line 
will appear on the article. Then cut, 





using a line of consistent width, no 
variation, such as a pencil or pen 
would make. 


5. DESIGNING AND CUTTING 
EMBLEMS 


Refer to Figure 91 for the layout 
and design of six popular emblems. 
As the design is mainly mechanica) 
(excepting the elks head in emblem 6) 
there is little to be said that the sty. 
dent has not already learned in the 
section devoted to monograms. 

The cutting is done using the script 
graver for all primary cuts such as 
outlining, shading and most fill-in 
treatments. In emblems 2, 3, and 4 
the lettering style is Gothic and indi. 
cates a round graver. The background 
of the large “L” in emblem 5 may be 
filled-in with matting (cross-wriggle 
with a liner) or close “picks” using a 
round graver. The background of the 
shield in emblem 4 may be treated in 
the same way. In the emblem 6, the 
Roman numerals may be cut with a 
small flat graver. 

Select, design, and cut two of the 
illustrated emblems. The first may be 
designed 114 inches in diameter; the 
second, 34 of an inch in diameter. 

(To be continued) 





L-MASONIC EMBLEM 











3: KIWANIS EMBLEM 


4-KNIGHTS OF COLUMBUS 








5-LIONS EBMBLEM 


G-ELKS EMBLEM 


Fig. 91. Design layout for six popular 
emblems. 
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PET TS SURG H 








The more you show the more you sell. And 
this semi-open jewelry store in Beeville, Texas, 
uses Pittsburgh Polished Plate Glass to show 
off a maximum of merchandise clearly and 
pleasingly ... in the store interior as well as 
in the show windows. The Plate Glass panels 
are set in clean-cut Pittco Store Front Metal. A 
Herculite Tempered Plate Glass Door accents 
the invitation of the semi-open front. Facia and 
bulkheads are of colorful easy-to-clean Carrara 


Structural Glass. 


GLASS  : 


PLATE 


CHEMICALS 





Pittsburgh Plate Glass Company 
2299-1 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me 
a FREE copy of your modernization booklet, 


“How To Give Your Store The Look That Sells.” 


Gtass 


ne SD > GED GD GD GED CED GED CED GED GED ay 
Z 
jeu) 
= 
a) 


BRUSHES  -: 


N open-vision Pittsburgh Store 
Front helps keep your place of 
business busy. It has an attraction that 
makes the passer-by stop, look . . . and 
come in to buy. The pulling power of 
an attractive front is especially im- 
portant today when competition in re- 
. shoppers 


tail selling is so keen. . 
more critical. 


Take advantage of the magnetism 
of an open-vision Pittsburgh Store 
Front to build customer confidence in 
your store . . . to boost your sales 
volume. And don’t overlook the im- 
portance of an attractive interior when 
you remodel. Do a complete job for the 


biggest returns in increased business. 


Meanwhile, why not send for a copy 
of our modernization booklet, “How 
To Give Your Store The Look That 
Sells”? It’s packed with photographs 
of actual Pittsburgh installations and 
descriptions of versatile Pittsburgh 
Products. And it’s yours without obli- 
gation. Just return the coupon below. 


PLASTICS 


COM PAH Y 
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OISING—(1) For a fine job of poising, should I re- 
move screws from balance rim? (2) What stones are 
watch jewels made of? Why are they used, and is glass 
ever used for them? (Question No. 6181) R. A. 
Answer—(1) Balance wheels are poised with the 
timing and temperature-adjusting screws all in place. 
They are not required to be in poise without these screws. 
(2) Watch jewels are made of ruby or sapphire, either 
synthetic or natural, in the better grades of watches; 
sometimes of natural garnet (a softer stone) in cheaper 
watches. Glass is never used, except, rarely, in the trashi- 
est grades of watches for “premium” or peddler trade. 
Jewels are distinguished from one another as to 
kind and quality, by the experienced eye of the workman. 
They are used for pivot and other bearings because they 
are hard and will take a high polish, for both durability 
and to reduce friction. A good jewel will last indefinitely 
in use in a watch. About the only thing that will wear it 
and spoil it would be a pivot that has grit of some sort 


imbedded in it. 


AKING DRILL—I cannot find anywhere, a hair- 

spring collet for a very small Swiss watch, and must 

make it. My smallest drill is too large; the smallest I 

can buy. How is best way to make a drill, smaller than 
80 gauge? (Question No. 6182) R. H. 

Answer—You can make a drill by taper-filing a piece 
ef thin unhardened-steel drill rod with a cut-6 file, then 
smooth the taper with a hard Arkansas oilstone clip. Then 
with a light, round-faced steel hammer, slightly spread the 
end of the steel taper on a flat steel stake. Next harden and 
temper the drill blank to a pale yellow or straw color 
and finally stone the sides of the blade and form a cut- 
ting end on it, also on hard Arkansas oilstone. 

Another way would be, of course, to turn the drill 
blade bank instead of filing it. A good way for hardening 
and tempering is to heat the drill carefully over a very 
small alcohol or Bunsen flame, approaching the flame 
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with the drill from the side instead of above so as not to 
get the heat above a clear red (avoid white-heat) and 
immediately plunge the drill into a lump of beeswax, 
which does the hardening and tempering at the same 
operation. 


TEM SIZES—Please send me a table of diameters of 

the squares of all American and Swiss stems, at cor- 
ner of squares; also lengths of squares. (Question No. 
6183) A. B. 

Answer—We can say that no one has ever made a 
tabulation like this and as it would require measuring 
literally thousands of different stems, of hundreds of 
makes and models of watches, we cannot imagine any 
practicable way in which such a study could be made, 
even if anyone would be willing to pay for doing the 
work. You might obtain a very limited list of stem- 
dimensions for comparison with each other from the 
material catalogs of watch manufacturers, although even 
in these, there are few that state dimensions, except of 
mainsprings and staff-pivots and jewel-holes to match the 
latter. 


66 [) ERSONAL” MAGNETISM—one of our customers 

insists that no watch can keep time when worn by 
him. Incidentally, we do have plenty of trouble in regula- 
ting his watch. Is there anything in this idea that some 


persons have magrietism in their bodies, that affects 
watches? (Question No. 6184) G. E. 


A nswer—lIt is quite a common experience of jewelers 
everywhere to have customers express this belief. The 
customer usually says that he has “too much personal 
magnetism” to permit a watch worn by him to run ac- 
curately. Your idea that the trouble is in the watch, and 
not in the body of the customer, is correct. In any case 
of this kind, proper investigation will show that the watch 
is either out of order mechanically or magnetized. There 
are other cases in which the wearer is a person who has 
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GOLD PALLADIUM 
PLATINUM SILVER 
than any other known method 
of refining. 


‘that’s why Williams pays 
you more for every ounce of 
grindings, filings, sweepings, 
polishings, watch cases and 
dust. A broad statement? Let 
us prove it! Send us a trial 
shipment NOW. Prompt cash 
returns. 





WILLIAMS Goto REFINING CO., INC. 


BUFFALO 14, N. Y. 
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TAKE IT EASY, MR. JEWELER, 


AND WATCH THE PROFITS ROLL IN! 


Lean back and yet build up your repair business to high $$$ volume 
by relying on the up-to-date know-how and methods of aur own 


MODERN WATCH REPAIRERS! 


Our WATCH REPAIR DEPT. for the TRADE, staffed by the most 
experienced Swiss and American Watch Mechanics, welcomes ALL 
your watches: From the cylinder to the finest timepiece including 
chronographs. stopwatches, calendars, automatics, and repeaters. 
All watches timed-tested on Watchmaster. Send us your watches 
and clocks for a FREE ESTIMATE BY RETURN MAIL! 


WATCH THESE ADDITIONAL FEATURES: 


V All repair jobs are guaranteed for one year 

V All watches are insured by us against damage, fire, or loss 
in the mail 

V We refinish every dial at ACTUAL COST ONLY 

V We polish all cases without charge 

V Five Day Service after receipt of order 

V We supply FREE, self-addressed shipping labels for your 
convenience 

V Our efficiency insures lowest possible prices 

V Special discount on large orders 


Request Trade Price List and FREE 
Shipping Labels 
ALSO: JEWELRY-CLOCK REPAIRING—SPECIAL ORDER WORK 


WE CARRY 
All imported & American tools, equipment, materials, move- 
ments, cases, attachments, all jewelers findings & sundries. All 
books on Watch-Clockmaking, Jewelry, Engraving, etc. inquire! 








JUST OUT! Largest enlarged catalog on all dress and service 
watches, clocks; cuckoo clocks; watch bracelets; all books in your 
field. Write for your FREE copy today! 


QUICK MAIL ORDER SERVICE 


MODERN TECHNICAL SUPPLY CO. 


Wholesaler & Importer 
New York 36, N. Y. 


Dept. 12JCK, 55 W. 42nd St. 
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THE STERLING FLATWARE 
PATTERN INDEX 


Contains Material Found In No Other 
Publication 


Jewelers find THE STERLING FLATWARE PATTERN INDEX 
absolutely indispensable for identifying patterns to be matched 
-——and for making selling suggestions to customers. It contains, 
under one cover, full-size illustrations of more than 1300 
sterling flatware patterns—active, inactive and obsolete patterns. 


Each pattern name is listed in one alphabetical index .. . 
and cross-indexed again under the name of the manufacturer 
using it. Illustrations are beautifully done, in full size, and 
printed on fine coated paper. The binder is of rich black 
cowhide leather, gold stamped. These pages are supplied in 
convenient loose-leaf form, and revisions published periodically 
will be available at a reasonable cost. 


IMMEDIATE DELIVERY 
With Binder $20.00—Without Binder $15.00 


Prices subject to change without notice. All books 
are sold remittance with order. 
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some bodily habits—violent energetic movements, etc., 
that impose a handicap on the watch as to accuracy of 
timekeeping. 

If the customer insists on his “personal magnetism” 
theory, his can be disproved by “testing him” with a 
small magnetic compass, just the same as you would test 
his watch for magnetism. Any force emanating from his 
body that could affect his watch would certainly affect the 
compass. 


EIGHT DISTRIBUTION—I have to put in order a 

grandfather chime clock marked “Westminster.” 
One weight is heavier that the other. Should the heavy 
one be on the chime train or the time train? Also, should 
the first note of chime be struck on the shortest or longest 
tube? (Question No. 6185) L. T. 


Answer—(1) The heavier weight should be hung on 
the cord of the chime barrel. (2) The shortest of the chime 
tubes sounds the first note of the tune for the first quarter 
of each hour. 


ETAL RECOVERY—Am writing for best method 

for recovering metals from stripping solutions, to 
get separately, the gold, platinum, and silver in solid 
form. (Question No. 6186) S. G. 


Answer—We will explain that instructions for doing 
this are too complicated to give in a letter; there are too 
many variations of conditions to be covered in one 
method. Until recenily, there were no sufficiently prac- 
tical books obtainable on this subject, but a book is now 
available, “REFINING PRECIOUS METAL WASTES” 
by C. M. Hoke, which covers the subject of its title in a 
practical way that can be made use of by the average 
jeweler. This book is offered, sent postpaid for $5.00, 
by the JEWELER’s CircuLaR-KEysTonE, Book Depart- 
ment, and the book would, of course, cover many more 
things of use to the average jewelry shop, than just the 
matter about which your letter inquires. 


ATCH SIZES—Would you mind giving me the 

meaning of “sizes” of watches; I have lost a clip- 
ping I had, with this. What is the difference in lignes, 
and in 12-size, and in sizes given in zeros, like 6/0? 
(Question No. 6187) K. B. 

Answer—Swiss watches are measured in “lignes.” 
A scale graduated in lignes may be obtained from your 
material supply house. The rule to follow is to measure 
watches with this scale across the full diameter of the lower 
plate, under the dial for round movements. For move- 
ments of irregular shape, always take the measure across 
the smallest diameter of the lower plate under the dial. 

American watches are measured in “sizes” —12-size, 
Q-size, 3/0 size, and so on. 0-size is 1 and 5/30 inches 
diameter. 12-size is 1 inch plus 5/30 plus 12/30 or 1 and 
17/30 inches. 3/0 size is 1 and 5/30 minus 3/30 inch, or 
1 and 2/30 inches; and so on. 

Why the strange fraction of thirtieths inch was 
adopted, for which no regular scales are made, seems to 
be unknown. Special scales, or a chart on which “sizes” 
are exactly shown in circles over which American move- 
ments may be laid, must be used to determine sizes of 
American watches. Such scales or charts can also be ob- 
tained from watch material dealers. 
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LD CHRONOMETER—I bought an old chronomete; 
made by Jos. Sewill, Liverpool. What is the history 
of this maker? How old is the instrument? Where cap 
I buy parts for repairing it? (Question No. 6188) W. B. 
Answer—The name on your timepiece does not ap. 
pear on any of our lists of biographical data on former 
makers. The only way by which we could judge its age 
would be by considering in detail the type of mechanical 
design and construction which might show enough to 
indicate, very approximately, its age. We could give you 
an opinion on this if you would send us clear, large photo. 
graphs of the chronometer, showing dial and case, and 
inside the movement, as completely as possible. 

About obtaining replacement-parts for marine chronom. 
eters, there is no regular business in finished, ready-to-use 
parts for these, like there is in watches. Chronometers 
of the period of which yours is an example were hand- 
made and were not assembled out of mass-produced dupli- 
cate parts like watches are today. However, chronometer 
shops (addresses below) sometimes have rough or partly. 
finished parts for some types of old chronometers, which 
would have to be altered to fit for your job. We suggest 
that you write about this to: Herr & Kline, Portlack Bldg., 
Norfolk, Va.; Wm. Bond & Son, 9 Park St., Boston, 
Mass.; or T. S. & J. D. Negus, 69 Pearl St., New York, 
N. Y. Or any of these firms could put your chronometer 
in order for you. 


jen PAINT—What varnish or lacquer should 
be used for mixing old radium paint I have salvaged 
by scraping it off of old alarm clock dials and hands? 
(Question No. 6189) H. J. 


Answer—It would be impracticable to salvage the 
radium luminous material from old alarm clock hands 
and dials, to be used over again. However, you could ob- 
tain some fresh luminous varnish for applying to dials 
and hands, from your material dealer. 


(UiZAnine SOLUTION—What would be a good for- 
mula for cleaning by boiling filigree jewelry without 
damaging stones? How is shell jewelry made; what is 
mostly used for a filler for mountings? (Question No. 
6190) J. K. 

Answer—None of the customarily used jewelry-wash- 
ing solutions will damage stones. One of the best is made 
as follows: Into 1 quart of water, put 2 oz. lump borax; 
1 oz. washing soda; and 1 oz. castile soap cut into fine 
shavings. Boil these together until all dissolved. After 
nearly cooling the liquid, pour it into a jug that holds | 
gallon. Add 5 fluid ounces of aqua ammonia; stir or 
shake to mix well, and add, further, enough water to fill 
the jug, making a total quantity of 1 gallon. 

Pour enough of the solution over the jewelry to cover 
it in an enamelware or pyrex glass vessel; bring to a boil; 
scrub the work when the solution is just cooled off enough 
to handle—the hotter the better—rinse thoroughly; dip 
in clean denatured alcohol, and dry in clean sawdust. 

Concerning your question about “shell jewelry,” 
please tell us clearly what kind of jewelry is meant? And 
more fully what is meant by “filler”? Several different 
meanings could be taken from the way you have written 


this. 
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Vulcain, on Two TV Shows, 
Offers New Swiss Watch Line 
The Vulcain Watch Co. has launched 


a new promotion and merchandising pro- 
gram, including participation in two quiz- 
game TV shows: “The Telephone Game” 
and “Telo-Test.” Both shows feature the 
Cricket alarm wrist watch, although a 
Vulcain lady’s watch is also promoted. 

“The Telephone Game,” now being aired 
in New York and Chicago, presents a 
unique feature by using the Cricket alarm 
to ring during various portions of the 
game for signaling successive phases of 
the program. The other program is seen 
in Dallas and Chicago. 

A new line of 18K gold all-Swiss im- 
ported ladies’ and men’s watches is now 
being offered by Vulcain. The new line 
ranges in retail price from $180 to $350. 


Bulova Ships Diamond Watches 
In New ‘Treasure Chests’ 





The Bulova Watch Co. has just started 
shipping all diamond watches in a newly 
designed “treasure chest.” Made of an- 
tiqued cream colored plastic, lined with 
cream and wine velvet collar to support 
the watch, this display and gift box may 
be used as a jewelry box by the customer. 

Pictured above in the “treasure chest” 
is the Roselle “A,’ a yellow gold filled 
17 jewel Bulova with two diamonds en- 
hanced with white gold triangular settings. 





Cory Video Promotion Plans 
Discussed in Atlanta Meeting 


Cory distributors in Atlanta as well as 
merchandise managers and appliance buy- 
ers of Atlanta’s leading department stores 
attended a luncheon meeting recently in 
the Ansley Hotel in that city. Promotion 
plans built around Cory’s new Frances 
Langford-Don Ameche TV show were dis- 
cussed. 
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Swank Jewelry Ties-in 
With "Quo Vadis" Movie : 





The above display of new “Quo Vadis” 
men’s jewelry by Swank is being featured 
in the jewelry stores throughout the 
United States. The jewelry, designed to 
tie-in with the first running of the M-G-M 
motion picture, “Quo Vadis,” features 
three styles of cuff links and tie clips, 
the helmet, gauntlet, and horsehead. Cuff 
links retail for $3.50 a pair, and the clips 
$2.50 each. 


New Haven Clock Company 
Launches Biggest Ad Campaign 


In expectation of a_ record-breaking 
volume this Christmas season, The New 
Haven Clock and Watch Co. announced 
it is launching the biggest advertising 
campaign in its history. Highlighting this 
campaign is a four color, full page adver- 
tisement appearing in the December lst 
issue of The Saturday Evening Post. 

This full page displays New Haven’s 
special Christmas gift items with emphasis 
placed on the “Book” Travel Alarm Clock, 
and also introduces a new line of imported 
wrist watches. This line includes a group 
of exclusive novelty watches for children, 
based on famous comic characters, Dick 
Tracy, Li’] Abner, the Cowgirl and Cowboy. 





Hamilton Watch President 
Receives Report ‘Oscar' 





Charles C. Smith, left, president of Hamil- 

ton Watch Co., receives the bronze "Oscar" 

from Weston Smith of Financial World. 

Hamilton was judged as having the best 

annual report of the watch and clock in- 
dustry. 





Adler-Jones Issues New 
Display Needs Catalog 


Adler-Jones Co., Chicago, Illinois, has 
issued its “1951 Christmas Guide to Better 
Displays.” 

Some of the items that merchants and 
displaymen will find in this guide are: 
lighted decorations, Santa and deer units, 
wreaths and trees, motion displays, stream- 
ers, pictorials, ete. 

An innovation to the Christmas catalog 
is the inclusion of display needs for after- 
Christmas, Valentine’s Day, Cruise, and 
Tropical promotions. 

The 24-page catalog is available with- 
out charge by writing Adler-Jones Co., 
521 S. Wabash Ave., Chicago 5, Illinois, in 
care of Dept. JCK. 


1881 (R) Rogers (R) Readies 
Yuletide Display Materials 





The pattern illustrated is "Brookwood" in 
1881 (R) Rogers (R) Silverplate and is 
shown in the new magnolia chest. 





Wyler Issues Unusual 
Merchandising Portfolio 


An unusual merchandising portfolio, 
which can be used as a retail promotion 
guide and catalog and mat service, is 
being distributed to dealers by the Wyler 
Watch Agency, 630 Fifth Ave., New York. 

This new brochure features a wide va- 
riety of newspaper mats with each illus- 
trated watch identified by style number. 
By referring to the price-order blanks in 
the back of the book, the jeweler can pre- 
pare his stock order at the same time he 
is planning his advertising. 

Special sections of the Wyler promotion 
guide are devoted to gift promotions, the 
farm market, and the Wyler “airplane 
drop” test, in which a Wyler watch sur- 
vives a test drop of 1000 feet from an air- 
plane. Film slides and decals are also 
offered. 
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Eterna's School Program Cards Ready for Distribution 





The latest edition of Eterna’s individual 
school program cards, distributed bi-annu- 
ally by the Eterna Watch Co. of America, 
Inc., 580 Fifth Ave., New York, will be 
available in quantity in December to all 
Eterna dealers requesting them. 

Dealers’ names will be imprinted on re- 
quest, free of charge, in a space provided 
on the back page of each Eterna school 
program card. These cards, utilized by 
more than a million school children, will 
be advertised in the December issue of 





’ 


The Grade Teacher, a national magazine 
servicing the elementary school teachers 
of the United States. 

The cards, 81% x 5% in., will be shipped 
on request to Eterna’s dealers in any 
quantity desired. 

The company also announced that it has 
readied for distribution to Eterna dealers 
an illustrated rotogravure folder presenting 
the firm’s complete line of ladies’ and 
men’s timepieces which will be mailed to 
dealers on request. 





Premesco LK Gem Setting 
Reported Well-Received 





Precious Metals Specialties Co,. Inc., 
Newark, N. J., reports that its Series LK 
Gem Setting, which was recently intro- 
duced, has been well-received by members 
of the trade. 

Series LK of the Premesco line has been 
able to build its own following in a rela- 
tively short space of time. It features a 
4-prong setting with the style, finish, and 
appearance of fine hand craftsmanship and, 
at the same time, combines beauty, 
strength, and practical design. 

Moreover, it is easy to set and any 
setter can safely set the stone high, low, 
or medium without the risk of having to 
cut the claws too thin. The narrow base 
of Series LK is ideally suited to narrow 
baguette diamond shanks used in mounting 
large diamonds. It holds any stone securely 
and comes in wide range of sizes, supplied 
in 14K white gold, 10 per cent irid-plat- 
inum and palladium. 

Rated manufacturers may write to 
Premesco for samples of this and other 
settings in the Premesco line. Address: 
Precious Metals Specialties Co., Inc., 11 
Vincent St., Newark 5, N. J. 
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Dason Diamond Contest 
Stirs Public Interest 


A new “Count the Diamonds” contest 
for retailers recently introduced by David- 
son & Sons Jewelry Co., Inc. of New York, 
has aroused a great deal of public in- 
terest. One store reported as many as 
4000 entries in a city slightly over 25,000 
population. Only one jeweler in a city 
is permitted to promote the contest. 

A wealth of contest material is pro- 
vided free of charge with orders for two 
of each ring featured in the contest. 

To initiate the contest, Dason provides 
dealers with newspaper mats, window dis- 
plays and window streamers, as well as 
entry blanks and discount checks. 








According to Davidson, the value of 
the contest material far exceeds the cost 
of the merchandise that must be ordered. 





Elgin Christmas Ad Sets New 
Pattern in Gift Promotion 


A new pattern for gift advertising, one 
that is expected to exert a radical effec, 
on selling methods for quality jewelry 
products, is being revealed to the public 
during December by Elgin National Watch 
Co. 

An unprecedented three-page ad, running 
in Life, Saturday Evening Post, Country 
Gentleman and Progressive Farmer, js 
aimed not only at stimulating Christmas 
gift giving of watches, but also at teaching 
the consumer how to select a timepiece 
intelligently. 

Described by Gordon Howard, Elgin ad. 
vertising manager, as “a complete presen- 
tation for the armchair Christmas shopper,” 
the message starts with a full-page pic. 
torial essay signed by W. H. Samelius, 
director of the Elgin Watchmakers College, 
This page, headed “How to Get the Most 
Christmas Watch for your Money,” pro. 
vides a check list of points to investigate 
when buying a fine timepiece. 

The next two pages, a full-color catalog 
of Elgin watches, is broken down to show 
styles for both men and women, in all 
price categories. 


White & Wyckoff Issues 
1952 Wall Calendars 
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White & Wyckoff Mfg. Co., makers ol 
social stationery and Christmas cards, 
have issued their popular wall calendar. 
For 1952 the art calendar features “Fa- 
mous American Ships.” It is a 12-page 
affair and on the back of the sheets are 
stories of the famous ships which appear 
as illustrated headings. 

The ever-famous old “Constitution,” oF 
“Old Ironsides,” is shown above as the 
heading for January. 

The calendars are mailed by White & 
Wyckoff to all their customers throughout 
the world. If any of the stationers or de- 
partment stores reading JEWELERS’ CIRCU- 
LAR-KEYSTONE have not received the calen- 
dar, as long as the supply lasts, the 
calendar may be obtained by addressing 
the White & Wyckoff Mfg. Co., Holyoke, 
Mass. 
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Elgin American Offers 
Pre-Christmas Promotion 


In observance of its 65th anniversary, 
the Elgin American division of the Illinois 
Watch Case Co. has announced a national 
pre-Christmas “Two Elgin American Gifts 
for the Price of One” promotion. 

Every $9.95 or over unit at retail prices 
of Elgin American merchandise ordered 
by retailers or in the retailer’s stock will 
entitle that dealer to purchase a French 
knotted, graduated simulated pearl neck- 
lace with clasp set with genuine diamond 
at a special price. The necklace, valued 
at $12.50, is to be given to each customer 
purchasing an Elgin American gift retail- 
ing for $9.95 or more during the advance 
Christmas sale as a bonus for shopping 
early. 

Elgin American will at the same time 
supply newspaper mats, movie and _ tele- 
vision slides, radio copy, etc., for the re- 
tailer to use in publicizing this offer, and 
will pay the cost of running the newspaper 
ads to the extent of the cost of the extra 
gift necklaces purchased. 





Girard Perregaux Watch Ad 
Cited at Art Directors’ Show 





This ad featur- 
ing a gold strap 
watch by Girard 
Perregaux was 
entered in the 
recent Philadel- 
phia Art Direc- 
tors’ Show and 
won a Certifi- 
cate of Distinc- 
tive Merit. 





Multi-Facet Diamond 
Rings Make Debut 
The Multi-Facet Co., 666 Fifth Ave., 


New York, has announced the introduction 
of a nationally-advertised mounted line of 
diamond rings. The mountings, especially 
made for the new line, are designed to 
enhance the Multi-Facet Diamond so that 
its greater fire and brilliance are fully 
displayed. The forty additional angled 
facets around the girdle of the gem are 
said to contribute proven gemological ad- 
vantages. 

The new Multi-Facet mountings have an 
eight-prong illusion top and are designed 
in the romantic tradition, providing a 
secure but dainty setting that allows the 
solitaire its style dominance. Among the 
new matched sets are “Ballet,” “Symphony” 
and “Aria.” 

A booklet titled “Diamond Rings of 
Your Dreams by Multi-Facet” will be 
mailed to dealers on request. 
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Arvin's Appliance Display Overcomes Space Problem 





Designed to meet the typical space limitations confronting many dealers, the Chicago 

showroom of Arvin Distributors, Inc., shows how an appliance display can be effective 

as well as economical even when used in a limited area. The table-height counter makes 
it convenient for salesmen to demonstrate appliances. 








Full-Color Counter Easel 
Prepared by Eska Watches 


Eska Watches has prepared a full-color 
counter easel for free distribution to retail 
jewelers handling its line. An Eska watch 
is illustrated along with a picture and an 
endorsement by Jimmy Powers, famous 
columnist and nationally known sports 
commentator on radio and television. 

For further information write to Walter 
Kocher & Co., 17 West 57 St., New York 
19, N. Y. 





H. F. Barrows Issues New 
100th Anniversary Catalog 


In commemoration of its 100th anniver- 
sary, H. F. Barrows Co. has issued an 
attractive catalog listing merchandise along 
with a general history of the company. 
A pioneer in the jewelry industry in 
America, the firm’s catalog pays tribute 
to the Barrows family and their employes. 

For free copies of the catalog write to 


H. F. Barrows Co., North Attleboro, Mass. 





Columbia Diamond Rings 
Presented Mrs. America 1952 





Mrs. Penny Duncan, Mrs. America of 1952, 

is shown being presented with Columbia 

Tru-Fit diamond rings by C. Benjamin Axel, 
vice president of Axel Bros. 





Safety Award in Providence 
Won by Flex-Let Corporation 


* 


x 





Flex-Let Corp. was singled out recently 
as the first plant in Providence to receive 
a safety award from its workmen’s com- 
pensation insurance carrier, the American 
Associated Insurance Companies. The 
award was won for a record of two years 
and eleven days of plant operation without 
a single loss of employee time due to 
industrial accident. 

Pictured above, left to right, are: J. J. 
Vastano, secretary of Flex-Let, K. R. Cad- 
man, insurance representative, R. J. Fan- 
ella, president of Flex-Let, and J. R. Storti. 
executive vice president. 





Pre-Christmas Ad Drive 
Set for Zippo Lighters 


A new pre-Christmas national advertising 
campaign is being launched by the Zippo 
Manufacturing Co., Bradford, Penna. The 
drive, part of the company’s biggest adver- 
tising program in its history, includes the 
use of national and trade magazines and 
television spot announcements. 

Ads will appear in Life, Saturday Even- 
ing Post, Esquire, and Holiday magazines. 
Copy will be keyed to the company’s “Why 
Zip, Zip, Zip, When One Zip Does It?” 
promotional theme. 
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Ronson Offers Free 
Christmas Tree Display 





Metal 
readying a novel, full-color, three-dimen- 
sional Christmas tree display for distri- 
bution to its dealers all over the country, 
at no charge. 

This eye-catching piece, which simu- 
lates tinsel and decorations, is suited for 


Works, Inc., is 


Ronson Art 


window or counter space. It is 19% in. 
high, 15 in. wide, and 9 in. in depth and 
can exhibit 14-Ronson lighters on the 
shelving, which forms part of the tree 
and the tub which supports it. Ronson 
lighters can be displayed around the base. 





Helbros Ties-in Holiday 
Promotion with ‘Look’ Ad 


The Helbros Watch Company, New York 
City, announces a gigantic promotion with 
their Look advertising. 

The ad will be run in the December 4 
issue of Look Magazine, the motif of which 
will be a huge Christmas candle around 
which six Helbros Watches are displayed. 
These Watches range in price from $24.75 
to $71.50. 

Mat ads to tie in with this Look promo- 
tion are available as well as special Look 
stickers, tags, mounted display cards, etc. 


Calvert Watch Announces 
Figurine Display Pieces 





According to Jerome L. Grant, presi- 
dent of Calvert Watch Co., “Black and 
white illustration doesn’t begin to do jus- 
tice to these very handsome display pieces. 
The plastic figurines are faithfully exe- 
cuted in authentic 18th century costume, 
portrayed in full, rich color. They are 
demountable from the plastic bases which 
are recessed for holding the attractive 
plastic Calvert Watch boxes.” 

These displays are 7 in. nig with 10% 
in x 4% in. base. The size is ideal for win- 
dow use and is equally convenient for use 
in or On counter cases. 
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Jewelry Stores Tie-In 
With Feature Lock Ad 


Feature Lock’s national advertising cam- 
paign was tied-in with stores throughout 
the country by displays of Life magazine 
counter cards, window streamers, and darts 
and plugs. 

A mailing to every listed retail jeweler 
was recently completed so that window 
and counter tie-ins could be set up effec- 
tively to coincide with the appearance of 
Feature Lock’s November 26th ad in Life. 
The company’s ad illustrated the advan- 
tages of its interlocking rings. 

In addition to the Life merchandising 
matter, Feature Ring Co., Inc., included 
in this mailing several other display pieces, 
based on the endorsement of Feature Lock 
engagement and wedding rings by some 
of Hollywood’s most prominent stars. 

Henry Peterson, president of Feature 
Ring Co., Inc., announced that this is the 
fourth complete Feature Lock mailing this 
year to reach every retail jeweler. 

Mr. Peterson stated that additional 
copies of all direct mail pieces are avail- 
able upon request. 





Community's Window Displays 
Ready for Christmas Season 
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A new cutout display by Community which 
is being distributed to the trade for the 
Christmas season. 





Longines-Wittnauer Increases 
Television Network Time 


The Longines-Wittnauer Watch Co., Inc., 
recently increased its video network time 
from one program a week to three a week 
and is still maintaining its current radio 
schedule. 

The TV program, “The Longines Chrono- 
scope” is now telecast Mondays, Wednes- 
days and Fridays at 11:00 P.M., over the 
CBS network. This news discussion pro- 
gram, which presents two co-editors and 
a well-known guest in the headlines, is 
said to have the highest rating of any 
program at that time. 

Some of the guests recently have been 
Ambassador William C. Bullitt, Gen. George 
C. Kenny, Congressman O. K. Armstrong, 
James Farley, Floyd Odlum, and others. 

The firm’s radio programs, “The Longines 
Symphonette” and “The Wittnauer Chora- 
liers,” are heard over the CBS coast-to- 
coast radio network on Sundays. 








Buxton Redecorates 
New York Showrooms 





Completely redecorated showrooms of 
Buxton, Inc., 47 W. 34 St., New York, 
combine the atmosphere of a well-appointed 
home with pleasantly uncluttered display 
and comfortable working space for buyers, 

Principal display units holding Stitch. 
less Billfolds and Key-Tainers are “free 
form” curving shelves made of expanded 
metal mesh and grooved with wood strips, 

The decorating theme includes soft 
mauve walls, wall-to-wall carpeting in a 
darker mauve tone, the whole sparked 
with colorful antique satin draperies, 
Fluorescent ceiling lights give maximum 
visibility and add to the sense of spacious- 
ness. 


Display Cases Being Shipped 
By U. S. Time Corporation 


The United States Time Corporation is 
currently shipping its No. 3 and No. 1X 
Timex watch assortments packed in an 
attractive green and gold display case. 
With a base only slightly larger than a 
cigar box, it is compact enough to hold 
six watches and their individual gift boxes. 
The acetate window fully displays the 
watches while the enclosed case protects 
them from dirt, handling and pilferage. 





New Multi-Purpose Box 
Introduced by Kreisler 





The Christmas Star box, a novel plastic 
box for men’s jewelry, has been introduced 
by Jacques Kreisler Mfg. Corp., North 
Bergen, N. J. The shape is that of 4 
modified star, with a faceted “dome” cover 
which pivots into the box to reveal the 
merchandise. 

Besides being a unique setting for men’s 
jewelry, the box can be used as a Christ- 
mas tree ornament. A small red ribbon loop 
is provided for hanging on a tree. In addi- 
tion, the box can be easily converted to 4 
picture frame. Simple instructions for 
inserting a photograph are included on 
the back of the package. 
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DeJur-Amsco Announces 
New Deluxe Gift Set 





The DeJur-Amsco Corp. of Long Island 
City, New York, is offering a deluxe gift 
set for the holiday season. 

The three DeJur Fashion Academy 
Award winning 8mm cameras, Citation, 
Embassy, and Fadematic, together with 
Holster cases and two 50 ft. Kodachrome 
films, are luxuriously packaged in colorful 
Velour gift boxes. 

The deluxe gift set is an all-inclusive 
display unit having great eye-appeal when 
used in a window or on a sales counter. 





Kestenman Starts Special 
Watchband Service in N.Y. C. 


In line with their desire to give better 
service to New York City wholesale jewel- 
ers who distribute their line of “Kesten- 
made” watch bands, Kestenman Bros. Mfg. 
Co. of Providence, R. I., have inaugurated 
a new service on special length bands in 
their New York office, 551 Fifth Ave. 

Steve Lucas, New York sales representa- 
tive for Kestenman, will supply whole- 
salers with special requirements on long 
and short bracelets, from a stock which 
will be maintained at the office. 


Holiday Display Offered by 
international Sterling 


Something different is the special holi- 
day display being offered by International 
Sterling to their franchised dealers. 

The “Gift Tree” is an actual branch of 
snarled apple sprayed in gold with spark- 
ling sequins. 

Watches, pens and jewelry can be dis- 
played with spoons. Just a twist of wire 
braid and any small article can be at- 
tached. Average height is only about 15 
in. making it ideal for counter as well as 
window use. 








New Catalog Illustrates 
‘Orienta’ Cultured Pearls 


An attractive catalog of “Orienta” cul- 
tured pearls has been issued by Leys, 
Christie & Co., New York. 

Smart, new necklaces and a variety of 
jeweled creations in finished natura! gold 
and platinam are illustrated. Items illus- 
trated include necklaces, brooches, ear- 
tings, clips, rings, pins, bracelets, and 
crosses, 
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News of Personnel 








Three new appointments have been 
made in the sales department of Ronson 
Art Metal Works, Inc. Harold J. Brudno 
was named West Coast regional manager 
in charge of Ronson sales in California, 
Oregon, Washington, and Nevada. 

Jack O’Connor was appointed man- 
ager of the Southern California territory. 
He will make his headquarters in the Ron- 
son showroom in Los Angeles. 

Allen Abel was named Mr. Brudno’s 


successor in the Cleveland territory. 





H. J. BRUDNO 


Ronson, inc. 


ALLEN ABEL 


Ronson, Inc. 


-_- ——- —- 


Henry M. Lipman is the new repre- 
sentative for Ernest Borel Incastar watches 
and chronometers on the West Coast. Mr. 
Lipman will cover the states of California, 
Idaho, Nevada, Oregon, Utah, and Wash- 


ington. 


ae 


Lowell F. Halligan, vice president in 
charge of sales, Hamilton Watch Co., has 
announced two changes in company per- 
sonnel. 

M. N. Rivenburg was named manager 
of sales analysis and R. B. Rinehart has 
succeeded to the position of advertising 
production manager vacated by Mr. Riven- 
burg. 





M. N. RIVENBURG 
Hamilton Watch Co. 


R. B. RINEHART 
Hamilton Watch Co. 


The appointment of James E. Me- 
Duffie as midwest sales representative for 
Simons Bros. Co., Inc., Philadelphia, was 
announced recently. 








Three new district sales managers for 
the General Electric Receiver Department 
have been announced by Arthur A. Brandt, 
general sales manager for the department. 

R. M. Bruce, formerly district sales 
manager for central New York, will make 
his new headquarters in Detroit, and cover 
the Detroit, Fort Wayne, Indianapolis and 
Terre Haute areas. 

David T. Goodhart will make his head- 
quarters in Minneapolis and will travel 
Minneapolis, St. Paul, Mankato and Fargo 
areas. 

Francis Hanlon will cover central 
N. Y. area from his headquarters at Elec- 
tronics Park in Syracuse. 





J. J Sacks, formerly with David Phef- 
fer & Co., has joined the sales organization 
of Manhattan Jewelry Mfg. Co., Inc., 
(Maurice C. Peyster Inc.), New York. Mr. 
Sacks will represent the firm in New York 
City and the eastern seaboard states. He 
replaces Ben Keane, who is now covering 
midwest and southwest areas. 





Harvey Bond, director of advertising of 
the Benrus Watch Co., announces the ap- 
pointment of Alan Drucker to his staff. 
Mr. Drucker will take charge of all adver- 
tising, research and market analysis, ef- 
fective immediately. 


ALAN DRUCKER 
Benrus Watch Co. 








New appointments of distributors of 
Arvin television sets and radios have been 
announced by Raymond P. Spellman, radio 
and TV sales manager of Arvin Industries, 
Inc. 

The Gibson Co., 433 North Capitol Ave., 
Indianapolis, was named exclusive distrib- 
utor for Indianapolis and central Indiana. 

Paul O. Burk Co., 503 South Second St., 
Albuquerque, was appointed distributor 
for central and northern New Mexico. 

The Roberts Distributing Co., Houston, 
Texas, was named Arvin distributor for 
that city and surrounding Texas territory. 

Mr. Spellman also announced that the 
franchise of Thurow Distributors has been 
extended to include the entire state of 


Florida. 





Diethelm & Keller (USA) Ltd., Ameri- 
can distributor for International Watch 
Company, Schaffhausen, Switzerland, has 
announced the appointment of Frank 
Vogel as its sales representative for the 
eastern territory. 


183 








Special Notices 


“Situation Wanted”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. Heavy type $5.00; additional words 20 
cents per word. 

“Help Wanted”—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words, 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of r endations, 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





WATCHMAKER:; middle age, sober, re- 
liable; years at bench; prefer Florida ; 
after December. Albert Crance, P. O. 
Box 855, Fayetteville, N. C. 





DIAMOND ring man; experienced in as- 
sembling and merchandising diamond 
ring and colored stone line, seeks solid 





= Address “L., 2463,” care 
THIRTY years’ experience repairing, 
special order, diamond setting and 


manufacturing; capable foreman; 
sober; reliable; reference. Address “‘J., 
2495,” care J C-K. 





JEWELER; 10 years’ experience on 
platinum, gold; can do light special 
orders and repairing ; no setting; wishes 
position ; moderate salary. Address “A., 
2508,” care J C-K. 





WATCHMAKER;; 30 years’ experience on 
all kinds of watches with good refer- 
ences, wants position in New Jersey. 
Address, 49 Oak St., Keansburg, N. J. 
Phone, Keansburg 6-1480 R. 





TERRIFIC salesman; managerial abil- 
ity; available reputable jewelry store; 
further negotiations only during inter- 
view at your expense: age 45; bond- 
able. Address “P., 2525,” care J C-K. 





PARISIAN designer of fine and costume 
jewelry looking for position in Cali- 
fornia; currently employed with large 
New York manufacturer of fine jewelry. 
Address “B., 2392,” care J C-K. 





SALESMAN ; part or full time, in Decem- 
ber or January; wholesale or retail: 
diamond experience: best references; 
Metropolitan area preferred. Address 
“B., 2426,” care J C-K. 


MASTER watchmaker, 25 years at bench: 
fine references; excellent habits: cap- 
able of close timing; state salary; 
available immediately. Address “M., 
2296,” care J C-K. 


DIAMOND setter, special order man, re- 
pairman, 30 years’ experience, desires 
position in high class store, in southern 
Midwest, or West Coast: married; ref- 
erences. Address “H., 2494,” care J C-K. 


WATCHMAKER:;; fine accurate workman, 
with 30 years of experience, who times 
closely; is seeking position with estab- 
lished concern. Address “‘C., 1035,’ care 


y®? 











YOUNG lady, many years diamond ex- 
perience, desires position; knowledge of 
all phases of office routine and diamond 
sorting and picking for mountings. Ad- 
dress “A., 2391,” care J C-K. 





DIAMOND man, thoroughly experienced 
with well-known New York wholesale 
diamond house, desires permanent posi- 
tion with established firm; excellent 
a ee Address “B., 2511,” care 

“A. 





PART time positions desired by two ex- 
perienced watchmakers; otherwise en- 
gaged precision war work; watch col- 
lege graduates; H.I.A. certified license ; 
Watchmaster'_ timed. Address “N., 
2530,” care J C-K. 





ADVERTISING manager, buyer; mer- 
chandising, promotions, top level ad- 
ministrative man with 20 years in 
jewelry; excellent background; avail- 
able immediately. Address “W., 2536,” 
care J C-K. 





PAWNBROKER-manager, 20 years’ ex- 
perience; complete Knowledge apprais- 
ing, buying, selling; 36 years old, wants 
interesting connection, preferably profit 
sharing, may be other business. Address 
“T., 2424,” care J C-K. 





MANAGER-s-salesman; thorough knowl- 
edge all phases of jewelry business, 
long and varied experience, can be your 
right arm and assume all responsibility ; 
New England preferred. Address “C., 
2394,’ care J C-K. 





MANAGER - salesman; experienced ac- 
countant, silversmith, hard worker; ex- 
cellent references; prefer Deep South ; 
will consider profitable investment, if 
es: Address “W., 2476,” care 





RETAIL salesman-manager, 20 years’ ex- 
perience in all phases of credit store 
operation, collections, window trimming, 
etc.; presently employed; will change 
are ae 1. Address “B., 2479,” care 





MANAGER-salesman; fully qualified in 
creative, aggressive and promotional 
credit jewelry operations; interested in 
profit sharing proposition; can make 
limited investment if necessary. Ad- 
dress “D., 2455,’ care J C-K. 





GENERAL manager; one of country’s 
largest and finest retail jewelry stores; 
long record of increasing sales and net 
profit by modern merchandising and 
dignified sales promotion; minimum 
$9,000. Address “G., 2417,” care J C-K. 





BOOKKEEPER, 15 years with manufac- 
turing jewelers and diamond importers, 
experienced all office detail, handling of 
orders, customers, knowledge of stenog- 
raphy and typing, Los Angeles vicinity. 
Address “H., 2399,” care J C-K. 





DIAMOND expert, reputable gentleman: 
possible promotional exploitation of 
practical diamond cutting; available, in- 
cluding equipment, at $10,000 or per- 
wx de basis. Address “S., 2356,” care 





POLISHER: young lady, desires position ; 
experienced and thorough knowledge of 
all phases of work connected with pol- 
ishing department; industrious and 
capable; now employed, desires change. 
Address “A., 2409,” care J C-K. 





BOOKKEEPER, head, office manager, 
long, heavy experience in jewelry busi- 
ness; competent all phases office pro- 
cedure, including production depart- 
ment: top references; seeking executive 
position. Address “‘A., 1833,” care J C-K. 





BOOKKEEPER-accountant, female; 
credits, collections, financing; expert 
knowledge of every phase of the jewelry 
business; highly capable executive with 
most outstanding record. Address “A., 
1641,” care J C-K. 








DIAMOND jewelry and watch salesman; 
31 years in jewelry; finest references: 
a high calibre gentleman, soon to be 
qualified for certified gemologist;: avail- 
able immediately. Write or wire, Neal 
Duffield, P. O. Box 172, Ashland, Ky. 
Phone 1643. 





PRODUCTION man; capable, efficie 
executive with promotional e€xperien a 
desires connection with watch manu. 
facturing importer ; thorough knowledge, 
every operational phase from casing = 
shipping, including billing and gener 
purchases. Address “M., 2468” ca 
1 C-E ’ re 





$$ 


ENERGETIC manager-salesman: now 
employed active discount operation: de. 
sires to make change after Xmas. 
thorough knowledge watches, silver 
jewelry and related lines; family map! 
31; good salary and opportunity ¢s. 
sential; reasonable vicinity of New 
York City preferred. Address “A., 2478" 
care J C-K. 








SUCCESSFUL background in buying 
merchandising, sales promotions, jewel. 
ry department operation; doing large 
volume; presently employed; desires 
buyer-manager position in Southwest or 
West Coast; am 38 years old; married: 
17 years’ experience; retail and whole. 





sale field. Address “L., 2521,” care 
J C-K. 
WATCHMAKER, or watchmaker and 


manager of repair department; thor. 
oughly trained in the management of 
repair department of a large store; 20 
years’ general experience in the retaj] 
jewelry business, but specialize in fine 
watch repairing, now manager of re. 
pair department of one of the best 
stores in the country; can be available 
soon. Address ‘“‘K., 2461,” care J C-K, 








RETAIL salesman and manager; gemolo- 
gist; 28 years’ experience; thorough 
knowledge of diamonds and _ colored 
stones; fine jewelry and watches; spe- 
cial order work; presently employed; 
desires change; employment with rep- 
utable firm only; minimum salary, 
$6,500. Address “D., 2203,” care J C-K. 





DIAMOND buyer; expert knowledge 
of diamonds and mountings, knowl- 
edge best sources; proven successful 
styling of salable diamond ring line 
for jobbers and chains; merchan- 
dising to increase volume with mini- 
mum inventory; wishes to change; 
salary $10,000 plus. Address “M., 
2529,” care J C-K. 





SALES executive; executive with over 25 
years’ experience in silver hollowware 
and novelties, interested in directing 
sales and distribution and _ assisting 
general management from New York; 
thoroughly acquainted with important 
people in department, gift, specialty and 
jewelry stores throughout country ; very 
familiar all phases of manufacturing; 
can be invaluable to reliable organiza- 
tion. Address “B., 2485,” care J C-K. 





DIAMOND buyer-assorter, seeks loose 
goods or bunch ring house requir 
ing a top notch expert to fill an 
important position; appropriate 
salary essential; with present con- 
nection many years; only answers 
from principals considered, treat 
confidentially. Address “I., 2402,” 
eare J C-K. 








TOP notch manager: large Midwest chain 
doing $100,000 volume, desires to _ re- 
locate, Eastern Seaboard, New York 
City: a go-getter; thorough knowledge 
every phase of operation, doubled vol- 
ume here; either my ability is proven 
or you are under no obligation, try 
me on trial basis; don’t answer unless 
you mean business. “I do.” Address 
“EF 2130,” care J C-K. 


———, 





SALESMAN; young and neat appearing, 
desires to take a permanent position in 
January; have complete knowledge of 
watches, diamonds, jewelry and silver- 
ware, also all electric appliances, in- 
cluding white goods and televisions. 
good estimator on watch and jewelry 
repairs, special orders; have the “know 
how” of properly consummating a sale: 
married : prefer locating about 200 miles 
from New York. Address “C., 2302, 
care J C-K. 
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SITUATIONS WANTED—Continued 








MAKER and jeweler, American, 
em position with established reliable 
firm in the South; I have 20 years’ ex- 
perience on the finest kind of work, 
Patek-Philippe, Vacheron, International, 
chronographs, R.R. inspection, etc., re- 
pairing and duplicating all types of 
arts; well educated and above the 
average in ability; at present in charge 
of a five man shop for one of the finest 
Southern jewelers ; would consider leas- 
ing or buying repair department; pres- 
ent employer aware of this advertise- 
ment. Address “K., 2330,” care J C-K. 


Prensa 
Lines Wanted 








_—— 


CANADIAN wholesale house, interested in 
lines of Summer costume jewelry. Ad- 
dress “W., 2439,” care J C-K. 








WELL known manufacturer’s representa- 
tive, with Los Angeles office, desires 
established jewelry line to West Coast 
jobbers. Address “‘A., 2425,” care J C-K. 








PACIFIC Coast salesman, with finest con- 
nections, desires platinum or 14K line 
of jewelry, genuine stones; commission 
basis. Address “F., 1352,” care J C-K. 





WANTED for the Southwest, by ex- 
perienced salesman calling on best 
rated jewelers. Address “N., 2469,” 


care J C-K. 





EXPERIENCED salesman calling on finer 
jewelers in New York City, the East 
and Midwest, seeks second line in gold 
= platinum. Address “C., 2512,” care 





SALESMAN ; familiar most types of mer- 
chandise, seeking reputable line to 
wholesalers; extensive following in 
New York City and throughout East. 
Address “R., 2527,” care J C-K. 





PACIFIC Coast salesman, well estab- 
lished, desires line for jobbers and large 
outlets; also promotion items; can pro- 
duce volume business. Address “C., 
2452,” care J C-K. 


PACIFIC Coast salesman, well known, 
with Los Angeles showroom, desires 
outstanding line sterling and plated 
hollowware; can produce volume busi- 
ness. Address “D., 2445,” care J C-K. 


SALESMAN, covering North and South 
Carolina, wishes popular priced line of 
sterling -hollowware and novelties, on 
commission basis; selling the retail 
jewelers. Address “‘V., 2447,” care J C-K. 


WHAT have you to offer in a line of 
compact, year around salable merchan- 
dise, to well established salesman, with 
loyal following in Southern territory. 
Address “W., 2510,” care J C-K. 


THOROUGHLY experienced loose dia- 
mond salesman, with extensive personal 
following to wholesalers and large users, 
desires connection. J. S. Alexander, 305 
W. 8th St., Los Angeles, Calif. 


SALESMAN, covering New York State, 
Middle West, past 10 years, desires dia- 
mond line, loose diamonds, mountings, 
fine gold jewelry; references. Address 
A., 2484,” care J C-K. 


SALESMAN; excellent following among 
better retail jewelers in South and 
Southwest, desires a top manufacturer’s 
line; will be available first of year. Ad- 
dress “J., 2465,” care J C-K. 


WESTERN representative, over 20 years 
in territory, desires prestige line 
watches, or fine jewelry; highest moral 
and financial references. Address “G., 
1353,” care J C-K. 


SALESMAN ; covering Eastern territory, 
including New York, Boston, Hartford, 
New England, Philadelphia, Baltimore, 
Washington, Richmond, calling on bet- 
ter retail trade, desires side line. Ad- 
dress “L., 2528,” care J C-K. 



































OHIO representative, with strong, follow- 
ing, desires outstanding costume jewel- 
ry factory line for jewelry and depart- 
ment stores; best references ; commis- 
we ees Address “E., 2514,” care 





SALESMAN, will invest substantial sum 
of money with services, either inside 
or on road, in watch importing busi- 
ness; replies will be held in utmost 
wok Address “J., 2460,” care 





WEST Coast representative covering only 
well rated jobbers; responsible’ man 
with excellent following; seven years’ 
experience ; need good jewelry or watch 
wrx line. Address “C., 2444,” care 





EXPERIENCED producer open for real 
value line of sterling, china or glass- 
ware; Southern or Southeastern terri- 
tory; large, loyal following among best 
jewelry and department stores. Address 
“V., 2509,” care J C-K 





MANUFACTURER’S representative, now 
carrying costume jewelry line, desires 
small side line of fast moving items for 
Middle West and Southern territory. 
Address Circular 228, Room 1415, Hey- 
worth Bldg., Chicago 2. 





PACIFIC Coast representative; 10 years’ 
experience selling jewelry; wide and 
valued following; presentable and well 
liked in trade; good references; pres- 
ently employed; manufacturer’s line de- 
sired. Address “S., 2533,” care J C-K. 





PACIFIC Coast representative, with envi- 
able reputation, desires reputable manu- 
facturer’s line, calling on large credit 
houses; will be in New York in Janu- 
ary for personal interview. Address “P., 
2470,’ care J C-K. 





MANUFACTURERS’ representative; best 
following, better jobbers, Metropolitan 
area; costume jewelry, marcasite, also 
religious jewelry ; better lines preferred ; 
finest references. Address “L., 2467,” 
care J C-K. 





PACIFIC Coast salesman wants connec- 
tion with diamond importer who has 
cheap and medium priced goods; best of 
references; strictly commission basis; 
calling on trade 20 years. Address “E., 
2266,” care J C-K. 





YOUNG salesman, living in Texas, 
with four years’ acquaintance best 
jewelers South and Southwest, de- 
sires first rate line or lines on com- 
mission basis; highest references. 


Address “H., 2310,” care J C-K. 





EXPERIENCED salesman, located in Los 
Angeles, Calif., covering the West Coast 
is open for a medium priced manufac- 
turer’s line in 10 and 14K stone rings, 
crosses, lockets, chains and _ similar 
items. Address “K., 2404,” care J C-K. 








HIGH type salesman, in process of selling 
own fine retail store, wishes first class 
factory representation to jobbers; West 
Coast territory; excellent appearance 
and strong, articulate convincing sales- 
man; finest references. Address “R., 
2434,” care J C-K. 


SALESMAN, with Los Angeles office, 
covering West Coast, 10 years’ ex- 
perience with good following among 
jewelry jobbers, desires manufac- 
turer’s line on strictly commission 
— Address “J., 2403,” care 
J C-K. 


PACIFIC Coast representative, well -es- 
tablished with jewelry, drug, stationery 
and other jobbers, chains, etc., not re- 
tailers; top lines wanted in addition to 
present lines; will be East about De- 
cember 1 to December 20. Address “F., 
2416,” care J C-K. 


SALESMAN; with five years following 
among retail jewelers in Florida, Ala- 
bama, Mississippi and Georgia, desires 
good diamond line, priced to sell from 
reputable house for above territory; 
open for January 1952: best of refer- 
ences. Address “G., 2326,” care J C-K. 














PACIFIC Coast salesman, with a large 
following, desires a small side line of 
14K earring mountings and ring mount- 
ings from a manufacturer, or specialty 
item for retailers or jobbers; over 15 
years in this territory; commission 
basis. Address “D., 2265,” care J C-K. 





SALESMAN; Chicago resident, covering 
Midwest States; 20 years’ successful 
sales background; department, jewelry 
stores, gift trade; extensive following 
jobbers and catalogue houses, desires 
established manufacturer’s line; A-1 
proposition only. Address “F., 2515,” 
care J C-K. 





EXPERIENCED salesman, at present 
carrying ladies highly regarded gold 
mounting line, on the Eastern Sea- 
board, including New York City, 
calling on jobbers, wholesalers and 
chain stores, desires non-conilicting 


lines. Address “T., 2437,” care 
J C-K, 





ATTENTION Mr. Sales Manager; are you 
seeking a hard working, experienced, 
energetic and aggressive salesman to 
represent your firm in one of its terri- 
tories after January 1; I’m your man 
and will be happy to prove it with a 
personal interview. Address “S., 2504,” 
care J C-K. 





SALESMAN, with five years following 
among retail jewelers in Florida, Ala- 
bama, and Mississippi, desires good 
popular priced and boxed Swiss watch 
line, from importer, or nationally ad- 
vertised line from manufacturer; open 
for January 1952. Address “F., 2267,” 
care J C-K. 





ATTENTION watch importers and 
manufacturers; young, but highly 
experienced salesman, _ currently 
representing large clock, silverware, 
appliance jobber, in New York City 
available January 1 for position re- 
quiring harder work but promising 
brighter future. Address “R., 2503,” 
care J C-K. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





BY highly respected, matured salesman, 
of enthusiastic energy, with loyal jewel- 
er following in Metropolitan Chicago 
and Illinois; only nationally Known or 
top lines considered in ladies’, or men’s 
fine jewelry, watches or kindred lines; 
background as watch and jewelry buy- 
er. Address, Dakes, 8101 Woodlawn, 
Chicago 19. 





STERLING silver promotion line; pre- 
fer known line; must meet com- 
petition; excellent coverage Virginia, 
North Carolina, South Carolina, 
Georgia, Florida, Alabama, Tennes- 
see, Mississippi; am well known and 
firmly established with better jewel- 
ers and department stores. Address 
“P., 2502,” care J C-K. 





AVAILABLE January 1, 1952; sales- 
man, covering Denver West; ex- 
perienced sales representative with 
strong following among well rated 
stores, seeks potential volume line; 
permanent connection with substan- 
tial earnings wanted; _ residence, 
California; coverage three times 
yearly fully by car; affiliation with 
same jewelry firm for last six years. 
Address “L., 2498,” care J C-K. 


(Continued on page 186) 
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Side Lines 





SALESMAN, wide non-conflicting line, to 
represent new line of novelty watch 
cases, to importers and jobbers, in and 
around Chicago. Address “K., 2497,’ 
care J €-K. 





WE are looking for a live wire repre- 
sentative for Chicago and the Middle 
West, for our jewelry box line; our 
specialty costume jewelry items. Ad- 
dress “P., 2531,”" care J C-K. 





SALESMAN wanted; following among re- 
tail jewelry, gift and novelty stores, to 
take on line of costume jewelry, on 
commission basis, representing whole- 
saler. Address “E., 2414,”’ care J C-K. 





WATCH strap salesman, with following, 
wanted by well established, fine quality 
reputable manufacturer; cover entire 
South and Southeast; commission basis. 
Address “M., 2406," care J C-K. 





ALL territories, except West Coast, open 
for a small pocket line consisting of 28 
Masonic rings; pays 20% commission; 
details in first letter. Address “C., 2381,” 
care J C-K. 





MANUFACTURER of compact line of 
stone rings wishes representation from 
Virginia to Florida, in 1952; lots of 
active accounts in every State; please 
give details in first letter. Address “C., 
2411,” care J C-K. 





SALESMEN wanted to sell Admark 
scarab bracelets and identification 
bracelets; territories open: West 
Coast, Southeast and Southwest. 
Write, 714 Sansom St., Philadel- 
phia 6, Pa. 





SALESMAN; with retail jewelers’ follow- 
ing, calling on the better stores, to take 
on profitable side line of fine platinum 
mountings with and without diamonds: 
New England and Eastern territory. 
Address “‘G., 2516,” care J C-K. 





WELL known manufacturer of ladies’ 
and men’s 10 and 14K stone set 
rings, desires salesmen having fol- 
lowing with better retail jewelers; 
commission basis. Address “H., 


2518,” care J C-K. 





SALESMAN wanted: to carry side line 
of established manufacturer’s line of 
ladies’ popular priced gold and platinum 
ring mountings; not to conflict with our 
line; On commission basis only, to job- 
bers throughout the Eastern territory. 
Address “F., 2456,” care J C-K. 





ALL territories open, except West Coast 
and East Coast; highly styled and low 
priced line of men’s and ladies’ stone 
rings; no objection to non-conflicting 
other lines; liberal commission; state 
all details and territories covered in 
te Address “F., 2367,” care 





SALESMAN wanted; to represent New 
York watch strap manufacturer in the 
Mid West Texas area, also Eastern 
territory including Metropolitan New 
York; on commission basis only; both 
territories offer good returns: contact 
Strap The World, Inc., 611 Broadway, 
New York City. 








MANUFACTURER of an extensive line 
of solid gold rings and mountings, 
seeks salesman covering Middle 
West retailers and chain stores; ex- 
cellent opportunity for right man; 
we have an established trade; give 
full particulars. Address “N., 2522,” 
care J C-K. 





SALESMAN wanted; excellent opportu- 
nity for top notch man with following 
among wholesalers in the Middle West, 
to sell outstanding line of ladies’ hand 
carved wedding rings. bridal sets and 
fancy rings for well established manu- 
facturer; commission basis; state full 
details. Address “C., 2322,’ care J C-K. 





SALESMEN, with established following, 
calling on wholesale jewelers and watch 
material jobbers, to carry side line of 
nylon and rayon ladies’ wrist watch 
cord; product attractively packaged ; 
all territories open; commission basis; 
write full particulars. Queens Braid 
Works, 69-23 62nd Drive, Middle Vil- 
lage 79, N. Y. 





SALESMAN; experienced, to represent 
old established manufacturer of un- 
mounted ladies’ gold bridal sets, with 
following among jobbers and _ whole- 
salers: resident of West Coast, cover- 
ing areas from Denver to Coast and 
Southwest; state experience, side lines 
now carrying; reply confidential. Ad- 
dress “V., 2475,” care J C-K. 





SALESMEN;; long established concern 
offers profitable, complete side lines 
of popular priced diamond rings, 
plain and engraved wedding rings 
to men with established retail fol- 
lowing; inquiries treated with 
utmost confidence. Address “B., 


2245,” care JC-K. 





SALESMAN; for Texas, Oklahoma and 
tributary States, calling on fine retail 
trade, to handle as side line, small, but 
exclusive line in 14K and _ genuine 
pearls, authentic antique reproductions 
of pins, earrings, bracelets, etc.; other 
lines must not conflict; 15% straight 
commission: give full details in first 
letter. Address “C., 2480,” care J C-K. 





SALESMAN wanted to carry popular 
priced fast moving line of men’s and 
ladies’ luggage; commission basis; 
top earnings available as we have 
active accounts established national- 
ly; please give full details and ref- 
erences in first letter. Supreme Suit 
Case Co., 1271 W. 9th St., Cleve- 
land, Ohio. 





SALESMAN to represent a manufacturer 
of an outstanding ladies’ 14K ring 
mounting line: we are in business over 
30 years and the line is nationally 
backed by a catalogue; territory from 
Denver West and Pacific Coast; must 
have a following among jobbers, whole- 
salers, and chain stores; give full de- 
tails in first letter. Address “Y., 2441,”’ 
care J C-K. 





SALESMEN, with following amongst cash 
and installment jewelers, to carry out- 
standing, established, advertised watch 
line; unusual opportunity for lucrative 
earnings; no objection to carrying non- 
conflicting line; many territories open: 
write in detail stating past experience 
and territory covered; all replies will 
be held strictly confidential. Address 
“H., 2492,” care J C-K. 





SIDE line salesman, wanted by nation- 
ally known manufacturer of a line of 
promotional diamond and stone rings, 
backed up with outstanding mats and 
displays; the following States are avail- 
able; Montana, Idaho, Utah, Wyoming, 
North Dakota, South Dakota, New 
Mexico and Nevada; a job can be done 
with a short line similar to ours; 
straight commission; give full details 
ira letter. Address “V., 2408,” care 
J C-K. 


SEVERAL East and Midwest territorie 
open; jewelers, department stores Sift 
stores; expanded activities permit ‘mor 
concentrated coverage by old line man. 
ufacturer with reputation of finest prog. 
ucts in their field, some being sold py 
every jeweler and department stor, 
from coast to coast; line consists a 
cabinets, wood novelties and authenti 
reproductions of Seventeenth Century 
American small wood crafts; exper}, 
enced men with following should Write. 
‘“K., 2277,” care J C-K. ‘ 





$$ 


EXPERIENCED watch Salesmen wanted: 
reputable international watch distribut: 
ing organization has openings available 
for experienced watch salesmen in New 
England, the South, Middle Atlantic 
and Rocky Mountain States; must have 
good contacts; the line is small now but 
will develop into large selection of fine 
watches in all price ranges; backed by 
extensive advertising campaign; in the 
beginning should be carried ag side 
line; straight commission basis only, 
Write, Shriro Watch, Inc., 11 W. 42nq 
St., New York 18, N. Y. 








OPPORTUNITY of lifetime for promotion 
minded salesmen, with contacts and 
experience, retail, credit, and chain 
stores; sell Crown Jewel Tru-Fit stone 
rings; a patented ring that automati- 
cally adjusts to fit finger perfectly 
through a built in hidden spring unit: 
tested and proven by leading jewelers: 
line consists of two trays, beautifully 
presented and backed by advertising 
and display material; in conjunction 
with another line can become major 
source of income; car necessary: give 
all details first letter; confidential. Ad- 
dress “Y., 2477,” care J C-K. 








Help Wanted 





WANTED: A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WANTED; all around jewelry repair and 
special order man. Chas. F. Damn, Inc., 
Buffalo, N. Y. 





JEWELER, with 15 years’ experience; 
fine job for a capable mechanic. Ad- 
dress “‘V., 2450,” care J C-K. 





JEWELER and setter combined; $2 per 
hour, plus bonus; pleasant place to 
work. Write in detail to, “T., 2472,” 
care J C-K. 





SALESMAN wanted to contact manufac- 
turing jewelers in New York territory, 
with diversified lines of findings, stones 
ew: a. Address “R., 2421,” care 
J C-K. 











MANUFACTURER’S representative; 
sterling silver hollowware, popular price 
line; Midwest, South and Coast terri- 
tories open; drawing against commis- 
sion. Address “E., 2493,’ care J C-K. 





WANTED material man; long established 
California wholesale jewelry firm has 
opening for experienced material man, 
state age, qualifications, former connec- 
tions. Address “H., 2136,” care J C-K. 








JEWELER-engraver; first class, experi- 
enced, for fine, old established store; 
good hours and salary; congenial work- 
ing conditions; attractive city. Carpen- 
ter-Matthew, Asheville, N. C. 





WANTED: diamond setter and_ special 
order man; a permanent position to the 
right man; must be sober and furnish 
good references. Write, Jack Russell & 
Sons, Jewelers, 312-314 K.P. Bldg., Des 
Moines, Iowa. 
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‘ MAN, through the Middle West, to 
SALESNnanufacturer’s line of 14K ladies’ 
sets, fancy rings and gent’s rings for 
jobbers and wholesale trade; state age, 
qualifications and references. Address 
“D., 2395,” care J C-K. 





Te 


MAN, with a non-conflicting line, 
AL reoent a manufacturer of wedding 
rings, mountings, diamond rings, etc. ; 
a quick selling line; territory: West 
Virginia, Kentucky and Tennessee. Ad- 
dress “Z., 2451,” care J C-K. 





ae 


ORTY year old, first class retail store 
has opening for jewelry repair man or 
combination repair man and diamond 
setter; full time, permanent position ; 
shop well equipped. Inquire, Pugh 
Bros., Jewelers, Youngstown, Ohio. 


F 





———————— 


WATCHMAKER, experienced: five day 
week; ideal working conditions, in 
Northern Ohio city; permanent job; 
state age, experience, salary expected in 
first letter. Address “R., 2165,” care 








JEWELER, who is capable of doing spe- 
cial order work, or jeweler-diamond set- 
ter, combination workman; state salary 
desired and references in first letter. 
Clein Brothers, 71% Edgewood Ave., S. 
FE. Atlanta, Ga. 





——_—_—_ 


WEST Coast territory open to repre- 
sent large manufacturer of exten- 
sive line of gold ring mountings; 
replies held in strictest confidence. 
David Pfeffer Co., Inc., 106 Fulton 
St., New York 7, N. Y. 





WATCH salesman for Gotham watches: 
New England territory; splendid op- 
portunity for experienced salesman with 
good following; write giving all perti- 
nent details, qualifications, past experi- 
ence, ete. Ollendorff Watch Co., Ince., 
20 W. 47th St., New York 19, N. Y. 





WANTED managers: only qualified men 
with actual jewelry store management 
need apply; high type southern install- 
ment chain has the job with the oppor- 
tunity, have you the qualifications? 
Salary and profit-sharing plan. Address 
“E., 2222,” care J C-K. 





SALESMEN, with following among re- 
tail jewelers, to sell our Riviera 
brand diamond ring line; many 
territories open; liberal drawing 
account; confidential. Present Co., 
ons 14 Franklin St., Rochester, 








JUNIOR salesman to cover. specialty 
shops, department stores and jewelers, 
in California, Oregon and Washington, 
except major cities, for nationally ad- 
vertised costume jewelry line, on com- 
ran basis. Write to “D., 2481,” care 


« - 


————— 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





WANTED; young men to learn watch and 
clock repairing, preferably jeweler’s or 
watchmaker’s son who wants to learn 
the trade right; a complete and full 
apprenticeship, three year course; for 
further details apply to Gruen’s Jewelry, 
Box #854, Jacksboro, Texas. 











EXPERIENCED, direct-to-retailer sales- 
men; our men know of this ad; 
excellent set-up for right men; 
straight commission; give full par 
ticulars in your first letter. Reply 
to, S. O. Bigney Co., Attleboro, 
Mass. 





WATCH salesmen for nationally adver- 
tised, popular priced, Swiss watch line; 
commission basis; territories open: 
Kast, Middle West, Southwest: existing 
accounts will be turned over; state com- 
plete details, past experience and ref- 
erences. Address “Y., 2537,” care J C-K. 





SALESMAN, with following among de- 
partment stores, to represent large 
watch importer, to promote sales of 
popular priced Swiss watches; excel- 
lent opportunity for large earnings; 
no objection to non-conflicting side 


line, Address “G., 2458,” care J C-K. 





SALESMEN: to carry an excellent line of 
ladies’ 14K dinner nings, set and unset: 
exclusively designed and made in our 
own factory; no objection to a non- 
conflicting other line: drawing account 
can be arranged. Address “E., 2204,” 
care J C-K. 





EXPERIENCED watch or jewelry sales- 
men capable of earning between $10,000 
and $20,000: write in detail giving past 
experience, qualifications and other de- 
tailed information; your reply will be 
held strictly confidential. Croton Watch 
Co., Ine., 48 W. 48th St., New York 19, 
wes Oe 





WATCH salesmen; experienced with 
good following for nationally known 
popular priced, nicely packaged 
Swiss watch line, on good commis- 
sion basis; no objections to non-con- 
flicting lines; state territory with full 





particulars. Address “L., 2405,” 
eare J C-K. 
WANTED: store manager; must be thor- 


oughly experienced in all phases of high 
class retail jewelry outlet; small New 
England town, company in business for 
many years; please state age, qualifica- 
tions and salary expected; share in the 
profits possible. Address “D., 2412,” 
care J C-K. 





POLISHER; experienced and com- 
petent man on sterling and plated 
silver, hollowware and _ flatware; 
major Cleveland retail store; best 
working conditions; give full par- 
ticulars, references, and salary ex- 
— Address “A., 2442,°’ care 
J -K, 





SALESMEN: Middle West, East, old 
established, well known manufactur- 
ers of mountings, semi-mounted, 
and complete diamond_ bunch rings, 
desires top notch men with good fol- 
lowing in retail trade; splendid 
opportunity; state qualifications. 


Address “A., 2375.” care J C-K. 





A NATIONALLY known diamond ring 
house has several territories open 
for active salesmen with established 
following; very liberal drawing 
against commission; all information 
kept in strict confidence; our sales- 
men know of this ad. Address “G., 


2309,” care J C-K. 





SALESMAN wanted by well rated, na- 
tionally Known manufacturer of a com- 
plete line of rings and mountings; lu- 
crative territories; established over 25 
years, available: commission and draw- 
ing account; only experienced jewelry 
men will be considered. Address “C., 
2276,” care J C-K. 


SALESMAN to represent nationally 
known ring concern, diamond and 
colored stones, with following in 
Texas, Oklahoma, Arkansas, Ken- 
tucky and Tennessee; have following 
too; all replies held in strict con- 
roy Address “R., 2471,” care 





JEWELRY salesman to represent whole- 
sale jeweler, selling nationally adver- 
tised merehandise ; old, established ter- 
ritory in the South Central States; this 
iS a permanent position with congenial 
conditions and excellent income for an 
energetic man; please give details in 
—_— Address “B., 2443,” care 








CONTROLLER wanted; must be fully 
experienced in accounts receivable, 
payable and inventory controls; ex- 
cellent opportunity in midwestern 
city, with growing chain; give full 
particulars and history in first letter, 
plus salary expected. Address “D.., 
2429,” care J C-K. 





JEWELER, with business ability, who is 
capable of manufacturing production 
jewelry in gold and platinum; a family 
man, age from 35 to 40, who is looking 
for a future; fine opportunity; also 
able to manage and take charge of 
men: letter must be in detail stating 
experience and where in the past em- 
ployed. Address “B., 2449,” care J C-K. 





SALESMEN; two, to carry well estab- 
lished complete popular priced line of 
sterling hollowware, calling on jewelry 
and department stores; one for Pacific 
Coast and one for the Southern States, 
including Southwest; only men who 
have had this experience will be con- 
sidered; all replies strictly confidential. 
Address “C., 2431,” care J C-K. 


SALESMAN wanted, for Pacific Coast, 
by manufacturer of fine diamond 
semi-mounted rings, wedding ring 
sets, and fancy rings; experienced 
man only, with no more than one 
non-conflicting side line, Morris 
Kaplan & Sons, 21 W. 46th St., New 
York 19, N. Y. 


EXCELLENT opportunity for experienced 
salesman with solid following: well 
known mounted diamond ring line for 
delivery, also gold wedding rings; es- 
tablished territory in following States: 
Ohio, Michigan, Indiana, Kentucky, 
Tennessee; all replies kept in complete 
confidence; state background and ex- 
— Address ‘“H., 2459,” care 


EXPERIENCED jewelry salesmen for 
large credit jewelry store in South; 
must furnish references as to char- 
acter, ability and aggressiveness; 
wonderful opportunity to line up 
with large and successfal organiza- 
tion on expansion program; future 
possibilities unlimited. Address “G., 


2398,” care J C-K. 


SALESMEN; manufacturer of fine 
hand set rhinestone jewelry, long 
established concern, expanding sales 
personnel; need more men 
with following among better retail 
jewelry and department stores; all 
territories open; state territory and 
lines now carrying; car essential. 


Address “H., 2464,” care J C-K. 


SALES-MANAGER, to take full charge 
of credit jewelry store as of January 
1, 1952; high grade, no floaters; must 
have at least five years experience as 
credit jewelry store manager; must 
know selling, promotion, ete.; send full 
details, experience, references and small 
photo; good salary and tommission to 
right man. Alvin's Jewelers, 690 E. 
185th St., Cleveland, Ohio. 
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HELP WANTED—Continued 





ESTABLISHED manufacturer of ladies’ 
gold mounting line, desires experi- 
enced salesman for South and South- 
west, to call on jobbers, wholesalers, 
and chain stores; possibility of 
draw against commission for the 
right man; when answering advise 
other lines, being carried at present 


Address “S., 2436,” care J C-K. 





CREDIT manager to take complete 
charge of credit and collection de- 
partment in large southern store, 
with good size accounts receivables; 
must furnish references and have 
successful collection background; 
$5,000 year, and wonderful oppor- 
tunity with reputable large and ex- 
panding organization. Address “F., 


2397,” care J C-K. 





JEWELRY salesmen, 


fully experienced 
with good following among wholesale 
jewelers and chain stores, to handle 
exclusively, a highly attractive, na- 
tienally advertised, fast-selling line of 
simulated pearls, distinctively pack- 
aged; all territories open; drawing 
against commissions; exceptional op- 
portunity for real producers; give ex- 
perience and state references. Address 
“D., 2513,” eare J C-K. 





SALESMAN, to carry a complete line 
of popular priced gold filled and 
stainless steel expansion watch 
bands to the wholesale jewelry and 
watch trade, for the Pacific Coast; 
protected territory; liberal commis- 
sion; this is a very desirable con- 


nection for the right man, with a. 


following. Address “F., 2490,” care 
J C-K. 





WATCH salesmen, with good retail 
following, wanted in New York 
State, Middle West, West Coast, 
Pennsylvania and Texas (existing 
accounts will be turned over) by 
established importer with complete 
low priced, fine Swiss watch line: 
commission basis; no objection to 
non-conflicting line. Address ‘“J., 


2519,” care J C-K. 





TWO jewelry or silverware 


“top flight’ 
salesmen wanted; manufacturers of 
popular priced line of silver plated, hol- 
lowware and electric table appliances 
are open for two “live-wires’’ who have 
a good following; complete southern 
territory from Virginia to Florida, in- 
cluding Texas; drawing account or 
straight commission; no objection to 
oo - line. Address “B., 2263,” care 





SALESMEN; two for Midwest territory 


and New England, with good follow- 
ing among wholesale jewelers and 
jobbers, to represent a well estab- 
lished manufacturer of an excellent 
line of low-priced men’s and ladies’ 
gold filled and stainless steel watch 
attachments; generous commission; 
no objection to carrying non-con- 
flicting side lines; please give full 
details; replies confidential. Address 


“V., 2438,” care J C-K. 


SALESMEN; to represent outstanding, 
established, nationally advertised watch 
line, whose selling features include ex- 
clusive franchise distribution and sen- 
sational guarantee; not just another 
watch; very lucrative incomes can be 
earned by men who have good follow- 
ing among retail jewelers; write in 
detail stating past experience and ter- 
ritory covered; all replies will be held 
strictly confidential. Address “E., 2491,” 
care J C-K. 


EXCELLENT opportunity for high 
ealibre man calling on the better 
retail jewelry trade; well known 
manufacturer of gold and _ gold 
filled jewelry has long established 
accounts in Kentucky, Tennessee, 
North and South Carolina, Virginia 
and West Virginia; prefer resident 
of Kentucky or Tennessee; appli- 
cant must have car; give full details; 
replies confidential. A. & Z, Chain 
Co., Providence, R. I. 








UNUSUAL opportunity for four’ top 
salesmen to represent the MHelbros 
Watch Company, experienced in sell- 
ing watches or jewelry; here is your 
opportunity for substantial earnings; 
thege are several choice territories 
open; reply by letter only stating fully 
your previous connections, territories 
you have covered and references in the 
watch and jewelry field. Write to, 
Larry Prigozen, Helbros Watch Co., 
Inc., 6 W. 48th St., New York 19, N. Y. 





SALESMEN wanted, to sell well estab- 
lished line of dresser sets, novelties and 
sterling silver giftware to the retail 
jewelry trade; territories open: West 
Coast, Southwest, North-Central, 
England and Eastern Seaboard terri- 
tories; we desire men living in the 
territories; these territories have been 
covered by us for the past 25 years 
successfully; no objection to one non- 
conflicting line: only experienced men 
need apply: traveling expenses ad- 
vanced against commission; write in 
full detail your experience and back- 
ground. Pereline Mfg. Co., Inec., 1261 
Broadway, New York 1, N. Y. 


SALESMEN; jewelry manufacturer of 
nationally advertised “‘Dason” dia- 
mond and stone rings, needs a 
steady, energetic man for the follow- 
ing States: Georgia, Florida, Missis- 
sippi, South Carolina, Alabama; car 
essential; we have a well established 
following among the retail jewelers 
in this territory; liberal draw and 
traveling expenses against commis- 
sion; give personal and business 
history in first letter; strictly con- 
fidential. Davidson & Sons Jlrv. Co., 
Inc., 20 W. 47th St., New York City. 


JEWELRY salesmen; if you are looking 
for a jewelry line with the “real jewelry 
look”’ in styling, craftsmanship, eye ap- 
peal, at costume jewelry prices, if you 
have an established following among 
jewelry stores, specialty and department 
stores, if you are a plugger and must 
work to earn a living, write us with 
full details, territory you cover, etc.; 
we are long established manufacturers 
and wholesalers of smart costume 
jewelry, retailing from $1 to $15, and 
have several good territories currently 
available on a protected basis: straight 
— Address “S, 2156,” care 














EXCELLENT opportunity for a man 
of high calibre, calling on the better 
retail jewelry trade; well known 
manufacturer of gold and gold filled 
jewelry has long established ac- 
counts through Kansas, Missouri, 
Nebraska, Colorado, Oklahoma; 
opening in territory made possible 
through retirement of salesman as- 
sociated with firm over 20 years; 
applicant must have car: prefer 
resident of Kansas: give full details; 
replies confidential. A. & Z. Chain 
Co.. Providence, R. I. 


SALESMAN; America’s largest zircon 


ring manufacturers have an Open. 
ing for a representative to cal] on 
retail jewelers, chain stores, ete 
throughout the South; we have “a 
established following; we Pay travel. 
ing expenses, plus drawing ys, com. 
missions; a rare opportunity for a 
live wire salesman, accustomed to 
earnings in the higher brackets, 
either write in full detail or odie. 
phone for an appointment, Kim. 
berly Gem Co., Inc., 62 W. 47h 
St.,. New York. Lu 2-4794, 








RESIDENT salesmen wanted; an un. 


usual opportunity to represent one 
of the leading manufacturers in the 
Providence area; we have sold a gold 
filled and sterling line direct to 
retailers for many years; three terri- 
tories available: Tennessee-Ken. 
tucky; Texas-Oklahoma and (Cali. 
fornia, Oregon, Washington; for 
the right men a real opportunity for 
a profitable, long term connection 
with a substantial manufacturer; all 
replies held confidential; give com. 
plete background in first letter. Ad. 
dress “B., 2410,” care J C-K. 








SALESMEN wanted; experienced sales- 


men with established following, 
wanted by a nationally known com- 
pany; this is a rare opportunity to 
affiliate with a well-financed com- 
pany to sell the first nationally ad- 
vertised line of diamond rings fea- 
turing diamonds with a patented 
cutting; prefer men with some 
knowledge of gemology; applica- 
tions are invited from experienced 
men who are accustomed to large 
earnings; apply by letter only with 
complete resume; all inquiries con- 
fidential. The Multi-Facet Co., 666 
Fifth Ave., New York 19, N. Y. 





For Sale 


Stores, Stocks and Businesses 





JEWELRY =sstore, 


midtown Manhattan, 
one block from Times Square; estab- 
lished 30 years; with stock; sacrifice 
at $22,000; death in family. Address 
“C., 2428,” care J C-K. 





WESTERN 


old established jew- 
elry store; Army base; cattle, oil, 
farming industries; valuable fran- 
chises; store will invoice around $25,- 
000. Address “R., 2532,” care J C-K. 


——————— 


Texas: 





_ 


am retiring; will sell well-established, 
good-paying pawn shop; well located; 
good proposition for right party. State 
Loan Co., 145 Washington St., Provi- 
dence, R. I. 








FOR 


SALE: small established jewelry 
store and repair business, in town of 
4000: low overhead; nationally adver- 
tised lines: western Oklahoma. Ad- 
dress “‘T., 2020,” care J C-K. 











COMBINATION jewelry-men’s wear; Sséep- 


arate owners will sell as one unit; 
$40,000 gross easily doubled; approxi- 
mately $15,000 to handle; Southern 
California inland city. Address “C., 
2486,” care J C-K. 
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FOR SALE—Continued 





CREDIT jewelry store, Cleveland, Ohio ; 
pest industrial neighborhood; clean 
stock; leading lines; modern fixtures 
and lighting; rare opportunity. Dix 
Jewelry, 14916 St. Clair Ave., Cleve- 
land, Ohio. 





—ee__™ 


JEWELRY . store for sale; due to ill 
health I must sell my store; very mod- 
ern and well established; $20,000 year 
pusiness. Michael Mignella, Santa Fe 
Time Inspector, 135 N. Cortez, Prescott, 


Ariz. 








CREDIT store; 13 years in town; best 


location, next door to bank and few 
doors up from 5 and 10¢ store; blue 
Vitrolite front; good going business; 
must quit on account of illness; for 
further information write me. Joe 
Benedetti, Walsenburg, Colo. 








FOR SALE; well established jewelry, 
appliances and repair store; corner lo- 
eation, with 50’ display windows; low 
overhead; nationally advertised lines; 
only jewelry store in southwest Texas 
town of 5,000; excellent climate. Ad- 
dress “T., 2534,” care J C-K. 








MODERN jewelry store for $12,000; es- 
tablished in County Seat at Toms River, 
N. J., for 27 years; excellent and up- 
to-date stock in leading merchandise; 
plenty of watch, clock and jewelry re- 
pairs. Address, N. W. Grenander, P.O. 
Box 145, Toms River, N. J. 








JEWELRY store for sale; cash and part 
credit; long established in Wilmington, 
Del., on the main street, located in the 
best block; moderate, clean inventory; 
excellent opportunity; reasonably 
priced; selling due to ill health. Ad- 
dress “P., 2419,’’ care J C-K. 





JEWELRY store in thriving town of 
5000; good surrounding fruit area; 
stock and fixtures about $10,000; rea- 
sonable lease; good repair work; owner 
wishes to retire. J. Wayne Haskell, 26 
Lake St., North East, Erie County, 

a. 





SOUTHWEST Michigan jewelry store; 
sell at inventory, about $12,000; no 
charge for fixtures; clean stock; low 
rent and good lease; newly decorated 
and air conditioned; industrial city of 
wx 50,000. Address “V., 2021,” care 


FOR SALE, jewelry store: will reduce 
inventory and fixtures to $15,000; best 
location in Monterey, California; center 
location of large Army Camp Fort Ord 
and Naval Training Base; doing cash 
business and could develop into credit 
business to do $100,000 or more a year ; 
please don’t answer unless you are in- 
terested in doing business. Address - 
2520,” care J C-K. 


a 


WHOLESALE jewelry concern (New 
York) handling a clean line of dia- 
monds, watches, gold jewelry and 
silverware; growing, over-the-coun- 
ter business and list of over 10,000 
customers; beautiful showroom in 
fine location; inventory $175,000; 
fixtures and good will, $25,000; to 
sell as going business; owner in ill 
7 Address “N., 2500,” care 


——— 


MODERN jewelry store in heart of 
Sunny Florida, serving community with 
14 million dollar yearly payroll; un- 
limited business year around; clean 
Stock of nationally advertised lines; 
reputation will stand investigation; 
yey watchmaker optional; $10,000 to 
20,000 cash, or might lease to respon- 
sible party; very low overhead for 
lease on new building and living quar- 
ters; must sell by January; doctor’s 
orders. Address, Boxholder 697X, Rural 
Route 4, Tampa, Fla., or phone, 803921 
Tampa. 














FOR SALE; modern, completely air- 
conditioned jewelry store, new fix- 
tures and walk-in windows; located 
in new building with five year re- 
newable lease, in heart of mid-west 
industrial city of 25,000, doing an 
annual volume of $100,000 cash 
and installment sales; present stock 
of clean, nationally advertised mer- 
chandise valued at $40,000; ac- 
counts receivable current, none in 
arrears, with installment losses less 
than 142%; modern watch repair 
department completely equipped 
with latest machinery, employing 
two watch repairmen; owner has 
other business interests but will stay 
as employee for a few months after 
sale, if desired; references and all 
information about store and owner 
submitted; price $60,009 cash, in- 
cluding accounts receivable. Write 


“E., 2454,” care J C-K. 


oO aptenaagenea es eee IRENE creme 
For Sale 


Tools, Equipments 





NEW “Perton” lathe and motor, rheostat 
controlled ; will sacrifice for $110; write 
a details. Reese Jewelry, Minneapolis, 

ans. 





FINE solid walnut jewelry show cases, 
consisting of six, 11 ft. wall cases; four, 
10 ft. floor cases; good condition. Selma 
Schloss, Pine Bluff, Ark. 


USED tools, benches, lathes, 
machines, staking tools, etc. ‘ A 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 


TWO, nice wall cases and safe, or will 
sell complete store; low inventory; a 
bargain; good repair business. Write, 
P.O. Box 472, China Grove, N. C 


FOR SALE; four jewelry cases, ma- 
hogany; when made up cost $4,000; 
slightly used; priced $500. Apply, 
Akra Bros. Department Stores, 1735 
Main St., Jacksonville, Fla. 


WATCHMAKER timing machine; used 
very little; called back into service; 
will sacrifice at substantial saving; 
write for details. R. E. Comer, 112 S. 
Easton Road, Glenside, Penna. (Near 
Phila., Pa.) 





cleaning 

















Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





AUCTIONS: successfully and ethicaily 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
_ Blackstone Avenue, Chicago 


M. C. MAXWELL, exclusive jewelers, 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phones 5-2920, Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 











AUCTIONEER; 8 successful sales con- 
ducted in 1950; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





GORDON BROTHERS oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





WANTED to buy; established jewelry 
store or one-half interest in one; 
town of 50,000 or more, Michigan, 
Ohio, Illinois or Indiana; _thor- 
oughly experienced in all phases; 
high grade; finest references; write 
full particulars; have $15,000 cash 
and can raise $10,000 more. Ad- 
dress “V., 2535,” care J C-K. 





ROBERT E. JONES Sales Co., auc- 
tioneers, appraisers, liquidators for 
estates, trustees, stores; special sales 
conductors for reducing stock, rais- 
ing cash, etc.; sales in over 500 
stores in U. S. and Canada. 702 E. 
185th St., Telephone KE _ 1-86383 
Cleveland, Ohio. We buy surplus 
stock. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 


Plaza 8-2110-2111. 





CASH for you immediately; R. A. Zan- 
one & Co., will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
5-0660. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 





(Continued on page 190) 
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Wanted to Purchase 





TWO day Marine chronometers; send de- 
scription and price. Joseph A. Kuhn, 
Sr., 4604 Main Ave., Baltimore 7, Md. 
Box 7574. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





DO you wish to retire; here is your 
chance; wanted jewelry stere within 
a radius of 75 miles of New York City; 
doing a business of $50,000 or more a 
year ; have the cash necessary to handle 
the deal; write giving full particulars; 
all information held in strict confidence. 
Address “K., 2466,” care J C-K. 





SPOT cash instantly for your surplus 
stock, watches, diamonds and jewel- 
ry, check by return mail; all ship- 
ments held pending approval of 
payment; if check is unsatisfactory, 
shipment returned charges prepaid; 
references: Houston National Bank, 
Houston, Texas; Dun & Bradstreet, 
Inc.; Diamond Jewelry Co., 668 M. 
& M. Bldg., Houston, Texas. 





IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references: 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 








Watch Work, etc., for 
the Trade 





GUARANTEED precision watch repair- 
ing for the trade; Watchmaster timing ; 
established 1913. Ben Marinoff, 170 
Broadway, New York 7, N. Y. 





KNOW your vibrator; mail direct; 
same day service; vibrating, staffing, 
jeweling. Hairspring Vibrating Co., 
406-32nd St., Union City, N. J. 


CLEANING and repair, $2; cleaning and 
staff, $2.50; stem and crown, main- 
springs, 75¢; guaranteed watch repair; 
four days service. Sherry Trading Co., 
12 E. 3ist St., New York 16, N. Y. 








BOSTON, Mass.; expert and guaranteed 
watch repairing: prompt service: rea- 
sonable; price list upon request: mail 
orders invited. David Migdal & Co., 
109-B Summer S8t. 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade price list on request. Howard 

1. Huron St., Lake Ronkonkoma, 


+ . 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster: 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 








BOSTON, Mass.: guaranteed trade watch 
repairing; chronographs a_ specialty; 
excellent service; electronic timing; 
prices on request. Charles L. Birdsall, 
603 Jewelers’ Bldg., 373 Washington St. 





—_ — ee - ——- ee 


COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 225 Ft. Washington 
Ave., New York 32, N. Y. Lorraine 
8-6370. 








ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 








HIGH grade watch repairing; all makes, 
all models; five days’ service; all re- 
pairs Watehmaster rated; guaranteed 
dependable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, IIl. 





EXPERT watch repairing for the 
trade; reasonable prices; prompt 
service; all work guaranteed; out- 
of-town and mail orders solicited; 
price list, references on request. A. 
Guarino, P. O. Box 42, Fordham 
Station, New York 58, N. Y. Mu 
7-6865. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 25, Mich. 





DIAMOND repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 
19, N. Y. Recutting and Repairing, 

Diamond Cutter. 





SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service; 29 
years’ experience. John G. Cronin, Coal 
Exchange Bldg., Scranton, Penna. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B Eddy St., Providence, R. I. 


COLORED STONES; direct j 


: . Mporters 
at your service; replacing, recutting 
encrusting, repolishing, drilling. 


specializing in diamond melee, Ry, 
tile (Titania), all sizes; cameos all 
colors and_ sizes; also cultured 
pearls, genuine pearls, synthetic aj} 
colors, sizes and shapes; Zenuine 
rubies, sapphires, emeralds, ame. 
thyst, topaz, etc.; servicing the 
jeweler for over 25 years, Max 
Stern & Co., Inc., 17-23 John 5 
New York 38. . 





EXPERT repairing and _ special 


work for the trade; alteration ‘an 


cilalty; new department for filing sol 
dering, all assembly work; prompt 
attention to out of town trade. Gelh 
ss Aan 87 Nassau St., New York 
—- a ¢ 








JEWELRY repairing, diamond setting 


and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted, 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 











SILVERWARE replated, repaired like 


new; also gold, copper, brass plat. 
ing; the same high quality that 
made our baby shoe bronzing fa. 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 
lumbus, Ohio. 








STONE encrusting, engraving and 


drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; | stone 
cameos up to 50 mm. size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 








Wanted to Rent 





WANTED; by colored stone and diamond 


man, office on 47th or 48th St., New 
York City; can also use service of 
oo. Address ‘*T., 2505,” care 








To Let 





SPACE for rent, 42 John St., New York 


City; excellent location for jewelry or 
any other business; approximately 300 
sq. ft., two rooms, walk-up; rent rea- 
sonable. Digby 4-7746. 


— | 





198 Market Street, Paterson, N. J., occu- 


pied for over 30 years as a jewelry 
store, A-1l location: immediate occu- 


pancy. Inquire, Nathan Rabinowitz, 
oenee 5 Colt St., Paterson. Sherwood 
-8532. 





Miscellaneous 


—— 








WATCHMAKERS’ JOURNAL; contains 


valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 714 N. Atlantic Avenue, Day- 
tona Beach, Fla. 
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ON THE 15% MANUFACTURERS’ EXCISE TAX 















Among the merchandise listed in the recently passed regular percentage margins. This the OPS permits be. 






tax bill are “non-precious metal” lighters—and mechani- cause of the Herlong Amendment which allows industries 
cal pencils and pens. These are subject to a new manu- to continue to add traditional markups on increased costs, 
facturers’ tax of 15%. Other industries which have traditionally passed taxes 






on “bare” to the consumer (such as gasoline) must cop. 
tinue in their tradition. 





Now, the OPS has recognized this tax (paid out and 
passed on by manufacturers) as an additional cost to 





































the merchandise. Therefore, the total manufacturers’ In spite of this, developments since the passage of the 
price including the tax represents the amount to which new tax bill have been such as to raise several questions 
the wholesalers and retailers are permitted to apply their within the jewelry industry: 


Why did so many manufacturers of such merchandise decide to pass on this 157% tax 
“bare,” without provisions for traditional trade markups, by advertising the “fair-traded price 
plus (not including) the 15% tax? 


Were jewelry wholesalers and retailers consulted on this before policies were established? 


As the quoting of price plus tax requires additional investment by wholesaler and retailer. 
without any additional return—is this not the equivalent of reducing markup? 


As a 2% cash discount is obviously applicable to the 15% tax (otherwise there would be 
an overpayment of tax) is this not a tacit recognition that the tax is an integral part of the ; 
total manufacturers’ price? 


Inasmuch as it is an accepted policy in our industry to regard the manufacturers’ price as 
subject to traditional trade markups, are we not setting a precedent by now quoting prices 
plus tax, which precedent could destroy our favorable established “tradition” of passing on 
cost plus profit? 


In order to get a true picture of their business will jewelers have to separate their 15% 
tax investment in their bookkeeping or will they just consider that their markup has been 
reduced on certain items where the manufacturer advertises price plus tax? 


By tagging merchandise at the price plus 15% tax, is the retailer not revealing to the 
consumer the manufacturers’ price and thus providing the consumer with information on the 
basis of which he will arrive at erroneous conclusions on jewelry store profits? 


In those cases where a prospective sale to a consumer moves from a non-precious-metal 
item to its counterpart in precious metal will there not be confusion—one being quoted plus 
tax, the other including tax? 


Will the quoting of prices plus the manufacturers’ 15% tax (actually 712% on the retail 
price) emphasize the 20% jewelry tax and thus bring up a consideration of taxes on the part 
of the consumer, which the jeweler has for years avoided by quoting tax-included prices? 


Is not the necessity for traditional trade markups on the 15% tax pointed up by those 
cases where a total loss is sustained either by inventory shrinkage, failures or “skips”? 






Now it is understandable that, as a temporary expedi- It is to be hoped however that immediately after the 
ency manufacturers of nationally advertised lighters and holidays, those manufacturers who have elected to show 
pens have been forced to quote prices plus tax because of price plus taxes will give further and full consideration 
their Christmas advertising which was in the hands of to their future pricing policies, so that wholesale and; 
consumer publications at the time the new tax bill was retail jewelers will be able to work in harmony with 
passed. them. 









mai: 


THE JEWELERS’ CIRCULAR-KEYSTONE ~ 
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10K BABY RINGS 
LITTLE MISSES’ RINGS 





















7X1008A 7X1IO91A IX1901A 1X3531A IX3541A 
Tray of 12 Tray of 12 Simulated Turquoise, Simulated Birthstone Simulated Birthstone 
$16.00 Keystone $12.00 Keystone Garnet, or Pearl Tray of 12 Tray of 12 
Baby Size 00-2 Baby Size 00 only Tray of 12 $33.00 Keystone $33.00 Keystone 
$24.00 Keystone Baby Size 0-3 Baby Size 2-4 
Baby Size 0-3 





S5X1001A 5XT113A 2X3001A 24X481A 24X791A 

Tray of 12 Tray of 12 Simulated Birthstone Simulated Birthstone Simulated Birthstone 

$18.00 Keystone $29.00 Keystone Tray of 12 Tray of 12 Tray of 1 

Baby Size 0-3 Baby Size 1-4 $44.00 Keystone $52.00 Keystone $69.00 Keystone 
Miss Size 3-6 Miss Size 3-6 Miss Size 3-6 





Two "Stoppers" for your window! i] 


1. Handsome 8” x 8” plastic-cov- 
ered counter tray that’s sure to 
catch the eye of every baby lover. 





2X3893A 23X891A Display and newspaper mat free (ittle 

petted Birthstone ng Birthstone with minimum order of four dozen Awwticct 
ray of |] ray o ’ , a a 

$38.00 Keystone $48.00 Keystone O-B baby rings. egies 


Miss Size 3-6 Miss Size 3-6 $ te i4 


profits 








YIELD in higher 

























RICH 1" ership” Plan. 
Y GET , & Barton rare d with Powerfully appealing “‘Little Miss”’ 
under the —_ direct dealing are eee display, 3" “high ~ 12” wide, 
For the savings in full color. Display, ring tray 
you in and newspaper mat free with 
‘ order of one dozen O-B “Littl 
4 BETTER VALUES iin “i Miss” rings. : on 
TYLING --: 
2 FINER MERCHANDISING 
GREAT 
; suPPORT 
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Pt aetna 


PIR Cabral: Ka 


ae Rit Trew 








Sat Milne os 


es pel 


<n 


-9.0.4,0.0,8 

. <,*,%.% oer atere 06% 

ROO OP roeoe Mere ae 

DOO OO 
ROO OOK 


*7RADE MARKS OF ONEIDA LTD. 


ee OD 
ROHS 


= “oe 
0 374,05¢,%e 
I Fe IJ 
































